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Praise for How To Write & Sell Simple Information for 
Fun and Profit 


“If a recognized authority said to you, ‘You can write a nonfiction book on a 
topic even if you possess only what I call ‘thin credentials,’ would you believe 
you actually can? 


Believe. That’s because the authority is Bob Bly. Bob Bly has the unique ability 
to show us: what we may have thought is creatively impossible is not only 
possible but logical. 


If ever you’ve had—and suppressed—the urge to write a book or an article or an 
ad or a mailing or an online presentation, grab this book and devour it. It just 
might be the catalyst that changes your life.” 


—Herschell Gordon Lewis, author of Internet Marketing: Tips, Tricks and 
Tactics 


“This book contains the most detailed, concise, and useful information I’ve ever 
found on earning a six-figure income as a writer. I anticipate that the in-depth, 
how-to secrets in this book will be worth well over $100,000 to me in the next 
nine months alone.” 


—Joshua T. Boswell, freelance copywriter 


“Writers should stop wasting time and start reading and applying Bob Bly’s 
newest book, How to Write and Sell Simple Information for Fun and Profit. Bob 
Bly’s right on the target, as usual. This book will save every new writer a ton of 
time getting in print and paid. Bly got to the top by writing accurate, easy-to-use, 
how-to books. This one’s a dandy!” 


—Gordon Burgett, author of How to Get Your Book Published Free in Minutes 


and Marketed in Days 


“As I write this, I’m only on page 39... and it’s clear this book is classic Bob. 
From the full picture he gives of today’s evolved info—publishing opportunities 
to the half-dozen new product ideas he’s given me already, this thing is jammed 
with valuable insights. Not to mention, Bob gives rock-solid instructions on how 
to make it all happen. Great stuff!” 


—John Forde, six-figure copywriter and founding editor, 
CopywritersRoundTable.com 


“What do you get when you mix incomparable information with an 
incomparable writing style? You get Bob Bly’s latest book. Bob lays out a path 
to success. All you have to do is follow it!” 


—Marilyn Pincus, author of GET THE JOB! Interview Strategies That Work 
“Bob Bly gives the step-by-step details which every aspiring writer needs. Read 
these pages, apply them to your writing and you will have fun and profit.” 


—W. Terry Whalin, publisher and author of Jumpstart Your Publishing Dreams 


“This is a valuable resource for not only the newbie writer but for the most 
experienced writer as well. Bob goes beyond theory and supplies the practical 
‘how to’ of making money.” 


—MaryEllen Tribby, founder/CEO, WorkingMomsOnly.com 
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Introduction 


Do you have a burning desire to educate; to explain; to communicate; to 
exchange information and ideas; to share your knowledge, learning, and 
experience with others—and to put down what you know on paper? 

If so, how-to writing may very well be the ideal freelance writing and 
information packaging niche for you. And in this book, I’m going to show you 
how to profit handsomely by teaching others what you know through your 
writings. 

Do you worry that the Internet has destroyed the market for books and other 
how-to materials, because Google now allows users to find any fact with a quick 
online search? Quite the opposite is true. 

The Web puts a dizzying amount of information, today called “content,” at 
our fingertips. But that’s all most of it is—raw data, facts, and information. As 
how-to writers, we must go far beyond presenting mere facts. Our mission is to 
show our readers, step-by-step, how to do something they want to do, or attain 
something they want to attain, or transform from the person they are now into 
the person they want to be; e.g., how to get out of debt, find a mate, advance in 
one’s career, lose weight, get fit, survive bankruptcy, overcome infertility, train 
one’s dog, become rich, or achieve other important goals, dreams, and 
ambitions. 

And, even in a world dominated by Google’s ocean of data, the wisdom, 
knowledge, and guidance people are seeking is in short supply. As librarian 
Richard Yates once observed, “We are drowning in information but starved for 
knowledge.” As a result, the public’s appetite for how-to material is insatiable, 
and—despite the Internet user’s mantra that “information should be free”— 
readers eagerly open their wallets to obtain it: 


e A recent Google search turned up 1.24 billion Web pages containing the 
words “how to,” and a search on Amazon found 939,181 books with “how- 
to” in their title or subtitle. Americans spent $693 million on self-help 
books alone last year—and given the current economic trouble, that number 
is almost certain to rise. 

e The American Self-Help Clearing House lists more than 1,000 self-help 
groups worldwide. According to Marketdata Enterprises, sales of self-help 


products in the United States were $9.6 billion in 2005—and these sales are 
growing 11.4 percent annually. An article in the July 2009 edition of Time 
magazine reports that North America’s self-help industry grosses $11 
billion a year. 

e Some of the best-selling books of all time are how-to and self-help titles. 
Dale Carnegie’s How to Win Friends and Influence People, in print since 
1936, has sold 50 million copies. Since its publication in 1970, Richard 
Bolles’ What Color Is Your Parachute? has spent 288 weeks on the New 
York Times best-seller list and has sold more than 8 million copies. 

e American businesses spend more than $358 billion a year buying content— 
despite the wealth of content they can theoretically find on the Internet for 
free. 

e In their book How to Write Books That Sell, L. Perry Wilbur and Jon Samsel 
state that how-to books account for about 30 percent of all trade book sales. 


To succeed as a how-to, do-it-yourself, or self-help author, you don’t have to 
be the next Shakespeare or even the next Stephen King. “Anybody can write,” 
says writing teacher Barry Sheinkopf. “All you have to do is want to enough.” 

Nor do you have to be the leading guru in your field to make money as a how- 
to writer in that topic. If you have a curious mind, enjoy learning new things, and 
can express your thoughts in a clear, straightforward, and organized fashion, the 
opportunities for you to write and publish how-to content are nearly limitless— 
and often, quite lucrative as well. 

In How to Write and Sell Simple Information for Fun and Profit, you’ll 
discover how to: 


e Find your writing niche or specialty 

e Come up with ideas for saleable how-to books, articles, reports, and 
seminars 

e Research and write effective, practical how-to instructional materials 

e Build your reputation and establish a loyal following in your chosen field 

e Earn $100,000 a year or more with your how-to writing through a variety of 
channels, including magazines and newspapers, traditional book publishing, 
self-publishing, video, audio, the Internet, and many more. 


Whether you simply want to see your name in print in your favorite magazine, 
change people’s lives with your unique insights and advice, pass on your hard- 
won wisdom to the next generation, become a published author, or build a 
million-dollar how-to information empire, How to Write and Sell Simple 


Information for Fun and Profit can point the way for you. 

“When you sell a man a how-to book, you aren’t just selling him ink and 
paper,” wrote the late how-to author Jerry Buchanan. “You are selling him a 
whole new life.” Whether you are a writer looking for a topic to write about or a 
subject-matter expert seeking to share your knowledge with others, How to Write 
and Sell Simple Information for Fun and Profit can help you enjoy a whole new 
life as a successful how-to writer and information packager. 

I envy you the journey ahead of you, and look forward to helping you 
navigate the route on your way to writing success and how-to riches. 


Welcome to the World of How-To Writing 


Popular culture sometimes makes fun of how-to writers as the hacks of the 
literary world. In one of his sitcoms, Bob Newhart played a New England 
innkeeper who was also a how-to writer, which the show lampooned as lacking 
glamour and excitement. 

Bob’s character was a nice but dull guy who wrote books on do-it-yourself 
home projects. I remember one of his titles was Grouting without Pouting, and 
he did most of his book signings in the local hardware store. When he 
autographed his book for a store customer, the man asked, “Can I get one that 
isn’t scribbled in?” 

Instead of mesmerizing millions with the next Harry Potter or creating 
heartbreaking works of staggering genius, we how-to writers deal with 
seemingly mundane topics: how to build a water garden; how to improve your 
credit rating; how to invest in real estate; how to make money with your PC or 
digital camera; how to research your family history; how to maintain a 
swimming pool. 

Because it is, on the surface, so straightforward and factual, one can argue that 
how-to writing is the easiest writing specialty to break into. And in some ways, it 
is; how-to writing provides a quicker, surer entry into publication than most 
other writing categories for several reasons. 

Although still competitive, it is less so than journalistic and literary pursuits. 
After all, vast hordes dream of writing the Great American Novel, so getting a 
novel published is incredibly competitive and difficult. If you’re writing a 
memoir, your chances of finding a publisher, unless you happen to be a 
celebrity, are slim at best. Children’s books are similarly competitive. And in 
Los Angeles, everyone—from the gardener clipping your hedges to the attendant 
parking your car—is working on a screenplay. But the group of writers who 
dream of writing the Great American Guide to Growing a Greener Lawn is a bit 
smaller, making the market for how-to nonfiction less difficult to crack. 

Yet the money can be considerable. My colleague Jerry Baker, known as 


“America’s Master Gardener,” made a fortune as a how-to writer with books and 
booklets teaching Americans how to grow a greener lawn (in his case, the grass 
really is greener on his side!). 

Here’s another factor: To sell a novel or narrative nonfiction work requires a 
high level of writing skill. But the requirements are somewhat different for how- 
to nonfiction, where the main virtues are not style but accuracy, practicality, 
clarity, and organization. Can you explain something or teach a skill in a clear, 
organized, and entertaining fashion? If you can, then you can succeed as a how- 
to writer. 

Are your writing credentials thin? Publishers of how-to nonfiction are more 
interested in your expertise than your literary flair. And being an expert doesn’t 
mean knowing more than anybody else in the world about your subject. You 
don’t have to study for half a century or get a Ph.D. to be qualified to write how- 
to nonfiction. 

You do not need to be the leading practitioner, scholar, or expert in your field 
to write a book about it. As noted by author and speaker Fred Gleeck, you only 
need know more about your subject than 90 percent of the people out there. 
“Don’t worry about the other 10 percent; they’re not your market anyway,” says 
Fred. 

Someone once observed, “Experts don’t necessarily know more than others; 
it’s just that their information is better organized.” You don’t have to be a great 
scientist to write a great science book for the general public. But you do to need 
to organize your content in a sensible, logical, easy-to-follow presentation. And 
when you write or speak about it, your prose must be clear, engaging, and even 
entertaining. 


What if you are not an expert in any subject? 


First of all, I doubt that’s really true. Every person has unique skills, training, 
and experiences. You certainly are an “expert” in your own life and many of the 
things that make up your life. For instance, in the early 1980s, I quit my 
management job in the corporate world to become a freelance writer. I was soon 
earning six figures a year. So one thing I was an expert in (or at least had 
experience with and knowledge of) was how to make a lot of money as a 
freelance writer. I put this experience into a how-to book, Secrets of a Freelance 
Writer: How to Make $100,000 a Year, now in its third edition with Henry Holt 
& Co. 

If you truly feel you have no expertise, go out and acquire some. Take 
courses. Work in a specific trade or industry you want to write about. When my 
colleague L. Perry Wilbur wanted to write a book on the mail order business, he 
started selling products by mail to gain firsthand experience and knowledge of 
the industry. Another writer I know was hired by an ad agency to write materials 
for a welding account. He promptly signed up for night classes in welding and 
became a certified welder. 

Opportunities to learn through both reading and active participation are 
plentiful in most fields. The other day, I received a mailing about investing in 
silver. It interested me, and I thought it might make a good magazine article. 
What did I do? I called the company and bought a few thousand ounces of 
silver! Now, if I pitch the story to a magazine editor, I can truthfully say in my 
query letter that I am a precious metals investor who holds over $50,000 worth 
of silver. 

Publishers and readers prefer authors who appear to have credentials in the 
subject they are writing about, but, often, neither the publishers nor the readers 
investigate authors’ credentials to any significant degree. Therefore, you can 
write a nonfiction book on a topic even if you possess only what I call “thin 
credentials.” Thin credentials are qualifications that sound more impressive than 
they actually are. If you are going to specialize in a particular field or subject, I 
advise you to obtain some credentials, thin or otherwise, to establish credibility. 


Years ago, I had an opportunity to earn a handsome fee writing about 
information technology (IT), except the client wanted to know my credentials. 
My degree is in engineering, not computer science. However, anticipating that 
computers would be a subject I’d someday want to write about, I had previously 
searched around for the easiest computer certification one could earn. It turned 
out to be a Certified Novell Administrator (CNA), which required me to take 
only one course and an exam to earn the certification. When the client asked me 
whether I had any experience in IT, and I replied that I was a trained CNA, I was 
hired on the spot. 


What does a how-to writer do? 


A how-to writer is a teacher in print. However, instead of teaching in a 
classroom, the how-to writer does most of his teaching in written format. The 
school teacher transmits knowledge in a small-group setting (the classroom) over 
a prolonged period (the school year), giving students personalized instruction. 
The how-to writer typically reaches a broader audience, on a less individualized 
level, using some form of mass communication. It is no accident that some of the 
most successful writers of nonfiction books for young readers, such as Seymour 
Simon in science, were teachers before they became authors. 

There is a huge market for materials that instruct or inspire, and the potential 
for a six-figure or even seven-figure annual income for authors who can provide 
that instruction and inspiration is large and proven. Yet most writers don’t make 
much money. Why? 

Oscar Wilde said, “There is nothing as depressing as a small but adequate 
income,” and there are two primary reasons the majority of writers doom 
themselves to such a modest income and depression. 

The first is failure to specialize. As you no doubt already know and will be 
made even more acutely aware of in this book, the age of the generalist is over. 
In every endeavor, from writing to medicine, specialists are more in demand and 
higher paid than generalists. In health care, for instance, oncologists and cardiac 
surgeons earn far more than general practitioners. 

The second factor that holds writers back from enjoying a high income and 
the good life that goes with it is that they limit themselves to the traditional 
freelance writer’s media: magazine articles and nonfiction books. 

In today’s electronic age, print represents only a small portion of the spectrum 
of communication media available to writers. The writers who make the most 
money write in many media, not just books and magazine articles. “Any form of 
writing can change the world,” states Mary Pipher in Writing to Change the 
World. “Your goal is to find the form that allows you to use every one of your 
talents in the service of what you consider to be your most important goals. You 
want to search for what you alone can say and then how you can say it most 


effectively.” 

How-to writing goes far beyond books and articles to multiple formats, media, 
and distribution channels. Some writers stick to just one medium: They write 
articles for consumer magazines, or they write a blog. Others write for multiple 
media, and by doing so they reach a broader audience while selling more of their 
writing for more money. 

Here are just some of the formats in which you can write, publish, distribute, 
and sell your how-to writings: 


Articles 

Audio CDs 
Blogs 

Books 

Booklets 
Calendars 
Cartoons 

Classes 
Coaching 
College courses 
Columns 
Consulting 
Databases 
Dictionaries 
Directories 
DVDs 

E-books 
E-newsletters 
Flash cards 
Guidebooks 
Instruction sheets 
Leaflets 
Magazine articles 
Membership sites 
Newspaper articles 
Newsletters 
Podcasts 

Posters 

Radio shows 
Seminars 


Software 
Special reports 
Speeches 
Syndicated columns 
Tele—seminars 
Training classes 
Tutoring 

TV shows 
Video 
Webinars 
White papers 
Workbooks 
Workshops 


When I started my career as a how-to writer and copywriter in the late 1970s, 
writing essentially meant producing articles and books, and maybe some slide 
shows or filmstrips. 

Thanks to the advent of personal computing, the Internet, and social 
networking, how-to writers have a dizzying array of formats available to them. 
Today, if I have something to say to my readers, I can write an e-mail and 
distribute it to my 80,000 online subscribers at the click of a mouse, post it on 
my blog where literally millions of Internet users can access it in an instant, or 
say it on Twitter or Facebook. 

Of course, no one pays for my blog, or my Tweets, or my e-mails, which you 
can subscribe to online for free at www.bly.com/reports. Today’s how-to writers 
publish a mixture of paid and free content. You can make money with both. You 
can use the free content to sell the paid, and recycle much of the free stuff into 
products people buy. In this book, I’ll reveal how it’s done. 


The state of how-to writing in the information age 


Has the Internet helped or hurt the how-to writing profession? Odd as it may 
seem, it has actually done both. 

For writers who make their living with traditional freelance writing— 
magazine articles and books—the Web has made it tougher in many ways. 
Thanks to the ready accessibility of timely information on the Web, newspapers 
and magazines are on the decline. With fewer advertisers, they publish fewer 
pages, and, as a result, fewer articles. With a few exceptions, writing articles for 
magazines pays modestly. Magazines are shrinking their page counts and many 
are shutting down their print editions and existing only online. In 2009, 
Gourmet, a 70-year-old magazine, announced it would stop publishing a print 
edition within a few months. This prompted PBS. org to publish an article titled 
“Did the Web Kill Gourmet Magazine?” 

What’s more, the Web has spawned a new generation of writers—some 
professional, others amateur—who happily write articles for web sites and e- 
newsletters for little or no pay. While consumers must pay for print magazines, 
they can read these thousands of articles online at no cost. 

Nonfiction books still sell, although some categories have been diminished by 
the Internet, most notably reference books. In the pre-Internet era, reference 
books were the primary repository of information. Today, you can find the 
content you need online, where much of it is available for free. Reference books 
were always fun and relatively easy to write. But few of them are needed today. 

On the plus side, the Internet gives the nonfiction writer quick and easy access 
to valuable data and research that can be difficult or impossible to find offline. 
The Internet is an online library that never closes! Often, you need to know odd 
facts and figures when writing, and with the Internet, you can get them right 
away. 

Many how-to writers choose to self-publish, and the Internet makes self- 
publishing far less risky and more affordable than before. In the old days, self- 
publishing a book meant laying out $10,000 to design, typeset, and print 3,000 
copies of a book you didn’t know whether you could sell. You even had to store 


all those copies in your house! With an e-book, your manufacturing, printing, 
storage, and fulfillment costs are zero. 

Google also comes into the picture. Google plans to digitize and make 
available online millions of out-of-print books, including many how-to books. 
But just because a book is out-of-print, it doesn’t mean it’s not still copyrighted. 
Google plans to compensate authors whose books are digitally downloaded. As 
an author and information marketer, the rights to my out-of-print books legally 
belong to me. But Google is an 800-pound gorilla that you and I can’t really 
afford to fight. So, we will have to live with their looming presence, as well as 
with Google’s plan to digitize the world’s content and make it available on the 
Internet. The advantage we have is that we can proactively market our work 
online—something Google has no plans on doing for individual authors. But the 
fact that Google captures and makes searchable so much data about authors and 
books is itself a helpful marketing tool. 

With free information so easily available on the Internet, it is simply not 
enough to compile or regurgitate facts from other sources, since everyone has 
immediate online access to those same sources. So what can the how-to writer 
do to create content others will pay for? 

Author Jeff Davidson has identified seven ways authors, speakers, and other 
how-to information writers and packagers can add value to content: immediacy, 
personalization, interpretation, trust, accessibility, embodiment, and patronage. 
To these, I will add two more: findability and new ideas. By using these nine 
value-added techniques, you can get readers to pay handsomely for your 
formatted and packaged content, even though searchers can find lots of free 
information on the same topic online: 

1. Immediacy. Sooner or later, a particular set of information may be available 
for free on the Internet; however, readers will often pay to get specialized 
content delivered to their inbox the moment it is released. Example: online 
trading services that tell you when to buy or sell specific stocks to 
maximize profits on your trades. When you subscribe to the service, you 
receive an e-mail whenever there is an action to take on one of the stocks in 
the service’s portfolio. 

2. Personalization. In my book Secrets of a Freelance Writer, I tell writers 
everything they need to know to earn six figures as a freelance copywriter. 
Yet I have had aspiring writers pay me $2,000 each to attend private 
weekend workshops or get one-on-one coaching on how to start and run a 
successful freelance copywriting business, the very same subject I cover 
exhaustively in a $ 15 book. They are willing to pay because they want to 
receive advice customized to their specific situations. Such personalized 


information services—seminars, workshops, training, consulting, coaching 
—can command prices 10 to 100 times higher (or more) than the same 
content presented in a book or report. 

. Interpretation. A newsletter on employment law highlighted a recent case 
in which two employees won a judgment against their employer when a 
supervisor belittled them at work. You could have read about this event in a 
number of newspapers and web sites. But the newsletter not only reported 
the event, it also gave tips on how businesses could prevent a similar 
lawsuit from happening to them. Unlike Sergeant Friday of the old Dragnet 
TV series, your readers don’t want “just the facts.” They want you to 
interpret what the facts mean, how they are affected by them, and how they 
can use them to their advantage. 

. Trust. In May 2009, my wife was diagnosed with ovarian cancer. There is a 
ton of information on the Internet about ovarian cancer, and my wife, being 
research oriented, spent endless hours online finding it. But she also made 
an appointment with one of the nation’s top gynecological oncologists. A 
lot of the information he gave her was similar to some of what she found on 
the Web. We trusted him more than the other sources, because he is an 
M.D. and widely acknowledged to be a recognized authority in the 
treatment of gynecological cancers. The surest way to create demand for 
your content and to get others to pay a premium price for your writings is to 
establish yourself as a guru in your niche, industry, or field. Why? Because 
people trust experts and want to do business with them. 

. Accessibility. If you search hard and long enough, you could, after many 
hours of work, find a lot of my articles on the Internet for free. But we sell a 
dozen collections of my published articles; each is 50 pages and they cost 
$29 a pop. People gladly pay for them. Why? Because putting them in a 
convenient PDF they can download from my web site makes them more 
accessible. 

. Embodiment. By this we mean you package the material in an appealing or 
convenient way. For example, you can sell audio CDs of free tele-seminars, 
because an audio CD appeals to certain buyers who will pay a premium 
price to have it. Authors who have posted their books online have sold 
thousands of copies of the physical book, even though the book’s contents 
may be read on the Web free of charge. Some people just like to have a 
book. As the late Jerry Buchanan noted, “Information buyers will pay to 
buy the same information in multiple formats.” 

. Patronage. In olden days, royalty and the wealthy upper class became 
patrons of the arts, supporting musicians and painters whose works they 


wished to hear or see. An analogous situation exists today. Writers and 
information marketers give away free content to readers while also offering 
information products they can buy. 

The main reason readers buy the paid information products is that they 
want to learn a subject in greater depth than it is covered in the free content. 
But another reason readers are willing to pay money is patronage, or what 
Robert Cialdini in his book Influence calls “reciprocity.” When you publish 
and give away a large amount of free content to your readers, they will— 
provided they like your stuff—feel obliged to buy your book or other 
information products. People are basically honest, and they don’t usually 
want to take without giving something back in return. 

I know this for a fact. I have received many e-mails from readers of my 

free e-newsletter telling me the content is so good, and that they are so 
grateful that it is free, that they went to my site and purchased a product so 
they would not be “ripping me off.” Most people don’t enjoy being 
mooches; give stuff away for free, and many of your readers will cross your 
palm with silver in return. 
. Findability. An “aggregator” is someone who makes content from multiple 
sources on a single topic available all in one place. Examples are 
Amazon.com for books and Netflix for movies. Here’s another example: 
Oakstone Publishing prepares summaries of technical articles on radiology 
and makes thousands of them available (for a fee) to radiologists at its web 
site. 

Aggregation is not the usual model for individual freelance writers or 
information marketers, but a few have had great success with this model, 
most notably Matthew Lesko. His best-selling books, centering on how to 
get free money from the government, are nothing more than compilations of 
information and contacts on free giveaways available from Uncle Sam. All 
of this information is available for free on the Web. But readers gladly pay 
for the books, because Matthew Lesko saves them the time and effort of 
looking for these resources on their own. 

. New Ideas. Bill Bonner, founder and CEO of Agora Publishing, a $275 
million-a-year publishing company, says the readers of his company’s 
newsletters on financial, travel, political, and health topics are looking 
mainly for “new ideas they haven’t heard elsewhere.” One of my profitable 
e-books, Make $100 an Hour Giving Your Opinion, suggests to the reader 
that an easy way to earn some extra cash in your spare time is to contact 
market research companies and participate in focus groups, for which the 
companies pay $100 to $250 per session. The e-book explains how these 


focus groups work, how to contact them, and then gives a directory of 
research firms by state. 

A pastor e-mailed me to accuse me of fraud. “All of the market research 
firms you list can be found on the Internet with Google search,” he 
complained. I explained that what my buyers are paying for (and I have 
heard back from many satisfied purchasers of this book) is not only (a) my 
saving them time and labor by compiling the directory for them, but much 
more important than that (b) the idea of market research studies as a spare- 
time, money-making opportunity, which is something they had not thought 
of before. If I gave them the idea and they make $150 from just one study, 
isn’t it reasonable and fair for me to ask $29 for my work? Since we get 
virtually no refund requests on this e-book, apparently my readers think so. 


10 in-demand topics for how-to writers 


There are certain how-to topics that are more in demand and easier to sell than 
others. These include: 

1. Saving or making money. Consumers are always interested in saving or 
making money. Products that can help them save money or make money 
are easy to sell, because you can tell the prospects, “The small investment 
you make in this product is a drop in the bucket compared with the money 
it can make or save you.” Any product that quickly pays for itself has a 
huge advantage in the information marketplace. Examples include a do-it- 
yourself guide to installing solar panels, which can reduce your electric bill, 
or a handbook on saving money when buying a used car. 

2. Saving time. In our modern sped-up society, almost everyone has too much 
to do and not enough time to do it. Readers want to be more efficient, have 
more free time, increase their personal productivity, manage their time well, 
be organized, and achieve more. Stephanie Winston wrote a best-selling 
book, The Organized Executive, that shows businesspeople how to get more 
done in less time by organizing their work space better. Another example is 
my book on increasing personal productivity, 101 Ways to Make Every 
Second Count, published by Career Press. 

3. Sex and relationships. People want more love, companionship, friendship, 
romance, physical intimacy—as well as more sexual intercourse. You’ve 
heard the expression “sex sells” applied to the advertising world, where 
Madison Avenue knows that nothing sells beer like a girl in a bikini. Well, 
sex Sells in the how-to world too, which is why Dr. Ruth is rich and famous. 

4. Investing and trading. There is a huge demand for guidance on investing in 
the stock market, retirement planning, paying for college, avoiding 
foreclosure, buying real estate, trading options, owning precious metals, 
and many other financial topics. Investing and personal finance are great 
areas for how-to writers, because your advice has the potential to give 
readers a huge payoff. 

5. Collecting. The late Gary Halbert advised all information marketers to 


focus on selling to what he called the “starving crowd”—a market of people 
hungry for as much information as they can get on their topic. Collectors 
are one of the hungriest markets for information products out there. 
Whether it’s baseball cards or Barbie dolls, stamps or coins, African art, or 
antiques, serious collectors are passionate about what they collect, and they 
will eagerly spend boatloads of money on anything related to their 
collecting addiction. For instance, I collect comic books, and I had success 
with a nonfiction book I wrote for comic book fans called Comic Book 
Hero (Carol Publishing), a book of superhero trivia with nostalgic appeal to 
comics collectors and readers. 

. Hobbies. Collecting is a hobby, and there are many non-collecting hobbies 
that people devote inordinate amounts of time and money pursuing—from 
golf and gardening to karate and karaoke. According to the Hobby Industry 
Association, nearly eight out of ten households surveyed report that at least 
one member engaged in a craft or hobby. If you have a hobby you love, 
think about how you can turn out a line of profitable books and information 
products about your hobby. 

. Marketing. With the explosive growth of the Internet as a marketing 
channel for information products, a booming niche has become the topic of 
marketing, particularly Internet marketing. I would discourage you from 
getting into this niche, as it is now overcrowded. However, Pd make an 
exception if you are a specialized master at marketing to a particular 
industry (e.g., marketing for chiropractors) or through a particular medium 
or strategy (e.g., marketing with Facebook). Examples include Shiv Singh’s 
Social Media Marketing For Dummies and Perry Marshall’s self-published 
e-book The Definitive Guide to Google Adwords. 

. Small business advice. There is a huge market for advice on how to start 
and run a successful small business, and marketing is just one subtopic 
within the business success category. Others include: accounting, 
bookkeeping, management, leadership, supervision, customer service, 
operations, finance, business opportunities, franchising, computer skills, 
and sales. Michael Masterson, publisher of Early to Rise, built a 
multimillion-dollar information empire publishing how-to advice for 
business owners and aspiring entrepreneurs. 

. Self-help. In the opening to his TV show My Name Is Earl, Jason Lee tells 
viewers: “I’m just trying to be a better person.” Millions of Americans are 
also trying to be better people, and they spend millions of dollars a year 
buying self-help books and tapes, and attending seminars to help them do 
just that. As I mentioned in the introduction, sales of self-help products in 


the United States were $9.6 billion in 2005, and these sales are growing 
11.4 percent annually. Self-help books can cover relationships, spirituality, 
and wealth-building. An example of the latter is T. Harv Eker’s Secrets of 
the Millionaire Mind, which has sold over a million copies. 

10. Pets. People lavish time, attention, love, and a lot of money on their pets. 
There are more than 72 million pet dogs in the United States, nearly 82 
million pet cats, and millions of households keep tropical fish in aquariums 
(I have all three, and I have a web = site on the latter: 


Wwww.aquariumdetective.com). 


The above list represents the tip of the iceberg. The number of topics people 
want to know about is nearly limitless, and for a goodly percentage of these, they 
will give you money if you can deliver the information they want. 


Overseas competition 


Are publishers and clients outsourcing their how-to writing projects to cheap 
labor in India? The Internet has made certain businesses and professions 
extremely vulnerable to cheap labor available overseas. In the information 
technology field, companies are laying off $100,000-a-year American 
programmers and outsourcing their work to programmers in India who do the 
same work for $12,000 a year. Any professional service that can be performed 
remotely and delivered over the Internet now has to contend with low-cost 
competition from outsourcing. The availability of cheap service puts a huge 
downward pressure on U.S. vendors who compete directly with providers of the 
same services charging as little as one-tenth the price. 

Writers have already been hit hard by competition from India and other 
nations, who offer their services on job sites like www.elance.com. I recently 
saw a pay-per-click ad for a writing service: To write a 500-word web page of 
original content, including optimization, they charged $5. I also went to e- 
lance.com, looking for a writer to write a dozen short articles for one of my web 
sites. Amazingly, I had several bidders who were quite willing to write articles 
for $5 each! 

Are the articles you get for five bucks apiece from an e-lance freelancer any 
good? In my experience, no. But there are some buyers who do not care, and 
therefore, the existence of elance.com puts more downward pressure on you to 
lower your fees. 

You want to avoid being a commodity, writing articles for customers looking 
for the low bid, and slaving away for a few measly dollars as a typical 
journeyman freelance writer. Fortunately, there are steps you can take to 
separate yourself from the crowd of barely-getting-by freelance writers, earn a 
six-figure income, and make a handsome living from your nonfiction writing... 


5 ways to stand out from the crowd 


Here are five strategies that can help you stand out from the crowd of 
journeymen freelance writers and earn a handsome six-figure income writing 
and selling simple how-to information online and offline: 

1. Become a recognized guru. The quickest way to add value to content is to 
become the trusted source for information on that topic—the recognized 
expert in the field (see Wwww.becomeaninstantguru.com for more 
information on how to become a leading authority in your field or niche). 
Lots of people know Southern cooking, but when the TV talk shows want 
to do a segment on that cuisine, they call Paula Deen, because she is the 
recognized expert on that topic. 

There is a Catch-22 situation that can work in your favor here. Yes, 
readers are more inclined to buy how-to advice from people they recognize 
as gurus. But the more how-to material you write and publish, the more you 
gain a reputation as an expert in your topic. So being a prolific writer and 
publisher on your topic in multiple media channels can accelerate your 
ascent to guru status. 

2. Narrow your niche. “Marketing” is too broad, but if you specialize in 
marketing for chiropractors, your information becomes more specialized 
and valuable, and there’s less competition. It’s difficult to sell writing on 
marketing; it’s much easier to sell advice on marketing for chiropractors. 
The more specialized and narrow the niche, the more money you can 
charge for the book. For instance, Fred Gleeck’s loose-leaf-bound, self- 
published book Self-Storage Marketing sells for a hundred dollars a copy. 

Newsletter publishers have made this observation many times: The easier 
a topic is to write about, the more difficult it is to sell a newsletter on that 
topic. The reason for this is that the fun and easy topics—time management, 
leadership, public speaking—are not highly specialized, and therefore 
everyone thinks they know them already and can write useful material 
about them. Conversely, newsletters on specialized and narrow topics are 
easier to sell and can command higher subscription prices, because reliable 


information on these subjects is more scarce. 

. Write for all four learning modalities. Don’t doom yourself to a mediocre 
income by thinking of “writing” as “books and magazines.” The wealthiest 
how-to writers today produce and publish content in many different media. 
Yes, Tony Robbins writes best-selling books. But he probably makes more 
money from his live seminars and from the audio CD albums sold through 
his infomercials. 

You should be a specialist in the subject matter you write about (e.g., 
raising orchids is better than gardening), but publish on that subject in as 
many media as you can. Why? Because different people have different 
media preferences. The four basic learning modalities are: reading (books, 
e-books); listening (audio CDs, downloadable MP3 files, podcasts); 
watching (DVDs, TV programs, online video); and doing, also called 
“experiential learning” (workshops, seminars, courses). 

Most people have a primary learning modality they prefer, one or two 
secondary modalities they can use without too much difficulty, and one or 
two they don’t like. For instance, my primary learning modality is reading 
(books, magazines, newsletters) and my secondary is listening (audio CDs). 
I am not a visual or participatory learner. 

By publishing in different media addressing all four of the major learning 
modalities, you can reach the broadest audience possible, which means 
more sales and income. On the other hand, if all you write is books, visual 
learners will not buy or benefit from your content. 

. Promote. You can’t just write a book or training program and expect the 
world to beat a path to your door. You have to proactively, aggressively, 
and continually market and promote your work. Often those who are most 
successful are not the best writers or the most knowledgeable on their topic. 
Rather, they are the best at self-promotion and marketing. 

. Keep writing. Unlike Margaret Mitchell (Gone with the Wind) or Harper 
Lee (To Kill a Mockingbird), you can’t, as a modern-day, how-to writer, 
produce one great work and coast for the rest of your career. The successful 
how-to writer is always writing new material and updating existing 
publications. You must do this because you are always learning and 
improving your knowledge, and your readers want your latest thinking, 
ideas, and methods. 


How much money can you make? 


If you include self-help and pop psychology in the how-to category, and I do, 
then the sky’s the limit. Tony Robbins, Dr. Wayne Dyer, Dr. Phil, and Deepak 
Chopra all earn fortunes from information empires that include books, seminars, 
audio programs, and instructional DVDs; all of them are multimillionaires. 

Even if you are not a celebrity, you can emulate their model, albeit on a 
somewhat smaller scale. There are many millionaire Internet information 
marketers, including Jeff Paul, Jeff Walker, Matt Furey, Michael Masterson, 
Marlon Sanders, Armand Morin, Alex Mendossian, Terry Dean, and Joe Vitale, 
to name just a few. A few of these are best-selling authors, but most self-publish 
their how-to advice as e-books and other information products. 

In part, your income will be determined by how you see yourself. If you think 
of yourself as a traditional freelance writer and spend the bulk of your time 
sending query letters and writing articles for magazines, you can expect annual 
earnings of anywhere from $25,000 to $50,000 a year. Likewise, if you just 
write nonfiction books for traditional publishers, you may get a $25,000 advance 
for a book that takes you three to six months to write. How many books can you 
write in a year? I’d estimate that the average author of mid-list or backlist 
nonfiction books is lucky to earn around $50,000 a year from advances and 
royalties. 

I met a how-to writer whose specialty is ghostwriting nonfiction books on a 
flat fee basis for professional speakers. He charges $24,000 per book and, if he 
pushes himself and works all the time, he can produce three or four books a year. 
At that pace, he works like a dog, barely earns a six-figure income, and builds no 
equity—he doesn’t own the content he creates for his clients, and he doesn’t 
share in the royalties. But, he is smart: He also writes his own books for major 
publishers under his byline, for which he gets royalties. And he earns a hefty 
$5,000 for a one-hour talk as a successful professional speaker. 

In this book, you’ll learn how to become a multifaceted how-to writer who 
disseminates information in many formats, including traditional books, e-books, 
special reports, workshops, magazine articles, newsletters, blogs, and more. 


Some of your works will be published by traditional publishers—book and 
magazine publishers—while some of it will be self-published. 

By following the plan laid out in this book, you can earn a comfortable six- 
figure annual income from your writing. And you can do it when and where you 
want, while writing what interests and pleases you. Plus, you can work at home 
—no boss, no commute, no suit and tie, no alarm clock. 

One writer I met at a seminar years ago told me he earned $100,000 a year 
writing about wine. Rachel Ray earns considerably more with her TV show and 
best-selling cookbooks. Running my writing business exactly the way I show 
you throughout the book, I make $600,000 to $700,000 a year. And I have been 
earning six figures as a freelance writer consistently for more than a quarter of a 
century. You may earn even more... and if you follow my plan, I think you can 
realistically get to the $100,000 to $200,000 a year income level within 12 to 24 
months. Of course, that’s just an estimate of what I think is possible. How much 
you make as a how-to writer—and how quickly you earn it—depends mainly on 
you, your talent, and the effort you make. 


Choosing Your How-To Writing Niche 


In the 1980s, when I started writing books, writers frequently wrote books on 
multiple topics, often in unrelated fields. Isaac Asimov, who wrote 465 
published books, claimed he could write with equal ease on any topic, and he 
proceeded to demonstrate this by writing books on history, science, Shakespeare, 
and the Bible. 

I’m no Isaac Asimov, and today, if anyone knows me, they think of me as a 
marketing guy. But I’ve written published books on everything from Star Trek 
and satire to sex and science fiction. 

But those days are gone. Today’s successful how-to authors establish a 
platform—a reputation and a built-in audience in a particular topic or niche— 
and focus their writing in just one or two areas. The more you build your 
platform in your niche, the more money you will make. Therefore, the first and 
most important decision you must make as a how-to writer is choosing the right 
niche. Choose carefully and wisely, because it’s a decision you will live with for 
a long time. 


Advantages of specialization versus being a generalist 


There are still writers today who are generalists, flitting from topic to topic, 
project to project, and writing about anything. While a few of them break away 
from the pack and achieve an unusually high degree of success and status, most 
journeymen writers toil in relative obscurity and eke out a modest living. 
According to SalaryExpert.com, the average freelance writer in the United States 
earn $52,258 a year. That’s more than the average American makes, but not 
much more. 

Yet freelance writing as a generalist comes with other perks. Chief among 
these is the joy of going where your curiosity takes you, exploring new fields, 
and writing about what interests you at the moment. Also, as a nonspecialist, you 
approach new topics as a beginner, just as many of your readers are doing. Since 
you are learning the topic along with your readers, you will write clearly and 
simply so that even the beginner can understand. And you will likely ask and 
answer many of the same questions that are on their minds, adding value to your 
book or report. 

The problem facing generalists is that they are confronted with the explosion 
of information, particularly its rapid rate of creation and growth. There is so 
much knowledge and information available today that no one can hope to master 
anything but the smallest fraction of it. Simply speaking, we just can’t keep up! 

When you are a generalist, the situation grows even more hopeless, because 
there are hundreds of topics to study. But when you are a specialist, you can 
focus your limited time and concentration on just one or two topics. You won’t 
know everything about your chosen topic, but at least becoming fairly 
knowledgeable is within your grasp. 

Another key reason to specialize in a particular niche is money. Publishers are 
more likely to give a book contract to a writer who is a specialist in the topic of 
the book. Many magazines prefer specialists, too: Scientific American is written 
largely by professional scientists, and Stocks and Commodities publishes articles 
contributed mainly by portfolio managers, analysts, brokers, and traders. 

When customers are buying information online, the closer your product is 


matched to the specific needs of these readers, the easier it will be to sell and the 
more you can charge. When you target a niche market, you have a small 
universe of potential readers, but they will pay surprising amounts of money for 
specialized information in their area of interest. My colleague Don Hauptman 
says that we tend to overestimate the number of people who will buy from us, 
but underestimate what they are willing to pay for specialized information. 

“Always target a niche market,” advises Internet information marketing expert 
Stephen Pierce. “If you want to get rich, target a niche. If you want to go broke, 
market to all the folks. Identifying a problem in that niche market is priority #1. 
Creating a desired solution for that problem is priority #2. Delivering that 
solution for a profit to your niche market is priority #3.” 


What is a niche? 


What is a niche? Speaker Wally Bock defines a niche as the intersection of an 
industry with a skill or knowledge area. 

Say you were a bank teller. Your industry is the banking industry. What do 
tellers do all day? Service customers. So your niche could be customer service in 
the banking industry. The title of your special report or audio album could be 
“The Bank Teller’s Guide to Success: Customer Service Strategies for Success 
in the Banking Industry.” 

There are tons of gardening writers and gardening web sites. But I ran across a 
fellow with an unusual niche: carnivorous plants! He got his start selling Venus 
fly traps by mail. Jerry Baker, America’s master gardener, covers all of 
gardening but also has a niche in lawn care. Ralph Snodsmith, the gardening 
author and radio commentator, specializes in houseplants. 

Countless authors write about marketing and small business topics. Perry 
Marshall’s niche is marketing with Google Adwords. Gary Gerber, who writes 
for several trade journals, specializes in practice management and marketing for 
eye doctors. Fred Gleeck writes about marketing for the self-storage industry 


Subject Industry 


Customer 
Service 


Customer Service for 
the Banking Industry 


Fig. 2.1. A niche is the intersection of an industry and a skill. 


A good rule of thumb is that the narrower and more specialized your niche, 
the more in demand you will be and the more you can charge for your writing, 
speaking, and other communication products and services. 

You can charge more for specialized information than for general topics. 
When self-publishing your how-to information, consider the effect of the format 
on perceived value. As a rule of thumb: 


e Trade paperback books have a slightly higher perceived value than mass 
market paperbacks. 

e Hardcover books with dust jackets have a higher perceived value than trade 
paperbacks. 

e Hardcover books with faux leather covers have a much higher perceived 
value than that of regular hardcover books with dust jackets, because they 
are seen as reference volumes, much like the rows of expensive leather- 
bound books you see in law offices. 

e Books printed on 8% by 11-inch sheets, three-hole punched, and put into a 
loose-leaf binder have a higher perceived value than hardcover books. 
That’s because the perceived value of a traditional book is determined by 
other bookstore books, most of which are priced from $10 to $30, while the 
value of nonbook formats is determined by the content. This loose-leaf 


format is excellent for information products in niche markets. 

e You can greatly increase the perceived value of a loose-leaf book by 
packaging it with a few disks containing audio, video, software, or 
document files. People will pay much more for multimedia programs. 


Since specialized information targeted to a narrow niche can command high 
prices, it’s best to package such information in one of the high-perceived-value 
formats. Because hardcover books are expensive to produce, I recommend the 
three-ring binder format. 


Choosing your niche 


“But I’m not a specialist,” you may be saying about now. “So what niche can I 
choose?” 

For some how-to writers, the niche is immediately obvious. Karen, a dietician, 
logically wanted to write about nutrition, diet, exercise, and health. Ray, an auto 
mechanic, wanted to write do-it-yourself guides for servicing one’s own car. 

But many of us aren’t pulled so strongly in any one direction. And our varied 
backgrounds—a liberal arts major, perhaps, followed by a string of jobs in 
different industries—don’t readily suggest a niche for us. What then? 

The answer is to take a personal inventory—to figure out what you know and 
what you are passionate about teaching others. 

The question then often arises: Should I choose a niche that I am truly 
passionate about or should I choose a niche based on demand? The answer is to 
choose one of the niches you are most passionate about, and of those niches, to 
select one in a large, growing, or active market. In his book A Year in the 
Writing Trade, John Jerome explains why writers should choose a niche they 
care about: 


I believe that things that are truly engrossing to work on will end up 
better written than those aimed at grabbing a market. The writer will be 
clearer, more painstaking, more thorough in the writing of them. The 
subjects that are powerful to work on are also the ones that are going to 
pull the richest material up out of the unconscious. Then all that remains is 
the work of finding out, with the conscious mind, why things are so rich, so 
powerful. 


But how do you find a niche if you’re not sure what your topic will be? 
Perform a self-audit. Here are the ten questions you should ask yourself. As you 
think of the answers, write them down: 


e What do I like? 
e What am I interested in? 


e What am I good at? 

e What do I have an aptitude for? 

e What is my education? 

e What do I know? 

e What is my experience? 

e What have I accomplished? 

e Which of the above areas affords the least competition? 
e Which of the above areas pays high rates? 


For the above categories, list as many items under each category as you 
possibly can on index cards, one per card. Once you have completed your lists, 
look them over, and set aside the cards for any items that look like possible 
niches. 

Next, pick the five most interesting potential niches. Put the cards in order of 
preference. 

Now look at the list. Chances are that one or two of these subjects are things 
people routinely pay to learn about. Pick one and you’ve found your niche. As 
Aristotle said, “Where your passions intersect with the needs of the public, 
therein lies your vocation.” 

What if none of the five items on your list is sufficiently appealing to you as a 
niche? Pick the next best five items from your index cards and repeat the process 
until you discover a niche you are enthusiastic about. 


How many niches? 


“How many different niches can I have?” is a question I am asked all the time. 
Some writers specialize in one area only, such as Carl Sagan did on astronomy. 
Others have multiple niches: Arthur C. Clarke wrote about astronomy as well as 
oceanography (he was an avid scuba diver). 

Dan Poynter, author of The Self-Publishing Manual, believes three niches are 
the most you should attempt to handle. His own three niches are parachuting, 
self-publishing, and being an expert witness. All three niches are based on his 
life experiences. Dan is a sky diver, so he knows parachuting. When he looked 
around for good parachuting books, he couldn’t find any, so he began writing 
and publishing them himself. This experience made him knowledgeable in self- 
publishing—another niche—and as the author of parachuting books, he was 
called by attorneys as an expert witness in cases involving skydiving accidents. 
From there, he began to publish books and reports on being an expert witness. 

I tend to agree with Dan. If you participate in too many niches, you spread 
yourself thin and cannot give each the attention it deserves. And remember, you 
are competing against other writers and information marketers. If they are 100- 
percent dedicated to the niche, and you are not, they have the advantage. 

The exception to the three-niche maximum is having an area of knowledge or 
skill set that is easily transferable to multiple industries. Going back to our bank 
teller, he can start with customer service in the banking industry, because he 
knows customer service best and has direct experience in that industry. 

But the principles of good customer service are pretty much the same from 
industry to industry. So our bank teller could develop customer service programs 
for many other industries, each opening up a new market; e.g., customer service 
for the brokerage industry; customer service for insurance agents; customer 
service for the mortgage industry. The common thread is customer service in 
face-to-face situations in financial services. 

My friend Fred Gleeck operates in this manner. His basic niche is showing 
small business owners how to get more customers, which he does for ten 
different industries, including caterers, videographers, professional speakers, 


independent consultants, and owners of self-storage facilities. 

The smaller the niche, the more you can charge for your how-to information. 
Similarly, the fewer competitors you have, the more you can charge. For 
instance, Fred sells books on getting customers for around $20 in niches such as 
professional speaking and consulting, which have lots of buyers and many 
writers. He sells a manual on obtaining customers in the self-storage industry, 
but this one is packaged in a loose-leaf binder and sells for $100. There are 
relatively few self-storage owners in the United States and there is a scarcity of 
industry-specific how-to business information aimed at them. So, Fred may sell 
fewer copies of this book, but he can charge more for it. 


Niche size 


OK. Next then, how do you select the audience for whom you’re writing the 
how-to material? How do you make that selection? The main consideration is 
that you have to have a large enough audience to have a market for selling your 
information. Maybe you have a pan flute band and want to create an information 
product on “How to start a pan flute band.” But how many pan flute players are 
there? Of those, how many want to start a band? 

The late Jerry Buchanan, founder of the Tower’s Club, had a rule of thumb 
that your niche must ideally have 100,000 people in it to be profitable. He 
arrived at the number as follows: Jerry figured that the minimum number of 
copies of a book a publisher wants to sell is 5,000 (this was all before the 
Internet). He also figured that it is a realistic goal to sell to 5 percent of your total 
market. To sell 5,000 books at a 5 percent closing rate required an audience of 
100,000. 

Jerry’s other rule of thumb for determining whether a niche had enough 
potential customers to support him as an information marketer or writer was: 
Does the industry have an association or trade journal dedicated to it? If so, you 
can then reach the members easily and affordably. The existence of a magazine 
or association also proves the people in this group are willing to spend money 
for information on the topic. 

I agree with Jerry’s assessment, but I would also add that today some markets 
can be reachable mainly online. For instance, iflarge numbers of Internet users— 
say 100,000 or more a month—search the term “Persian cats” on Google, that 
would indicate a ready market for information on Persian cats. You can 
determine the volume of online searches that a keyword or phrase gets by using 
a variety of keyword research and discovery’ tools, including 


www.wordtracker.com and adwords.google.com/select/KeywordToolExternal. 


Is there a market for your topic on the Internet? 


The Internet is an extremely affordable medium for marketing information 
products of all kinds. But are there people on the Internet looking for 
information on your topic and willing to pay for it? 

To find out, first Google the topic—for instance, if your topic is how to buy 
investment properties, you might Google “make money in real estate.” 

A ton of independent web sites will come up. Some give away free 
information. Some are company web sites for real estate agents. But you’ll 
notice that many are selling information products on real estate investing. 

Don’t be put off if other people are selling information products on your topic. 
That’s a good sign: They wouldn’t be creating and selling these information 
products unless people were buying. If the market seems too crowded, you will 
have to narrow your niche even more; e.g., “make money flipping single-family 
homes.” 


Search Term 


Pa | woe [ase 
am| nm | oe 


90,500 45,250 23,530 


Microsoft Network 


foreclosure listing 
free foreclosure listings 
free foreclosure listing 
foreclosure listings 


free list foreclosure 


foreclosure list 


Table 2.2. Estimated Monthly Search Volume 


Next, use a keyword research tool to determine whether people are actively 
searching the Internet for information on your topic (such as the aforementioned 


tools found at  adwords.google.com/select/KeywordToolExternal and 


www.wordtracker.com). 

These tools tell you how many people are searching for a particular keyword 
or phrase per month on Google and other search engines. How many searches on 
your keyword are enough to indicate sufficient interest? A rough guide is that 
you want to see 100,000 to 500,000 or more searches per month on Google. 
More than 100,000 means there is a healthy market of Internet people searching 
for information related to your topic. Much more than 500,000 means the niche 
may be too competitive, with the keyword being too expensive to bid on for pay- 
per-click (PPC) advertising. 

When we enter “real estate,” we find there were just under 50 million searches 
that month on Yahoo. Obviously, it’s so popular that there’s a lot of competition 
for it. So, we should look for keywords more specific to our niche. 

When we search on “foreclosure listing,” we find 45,250 searches that month 
on Yahoo (see Table 2.2 above). That’s enough activity to show an online 
demand for foreclosure listings, yet it’s not so high that the niche is overly 
competitive. 


Traditional publishing versus self-publishing 


Should you self-publish or publish in traditional media such as books and 
magazines? Many how-to writers, including me, do both. But there are certain 
times when the topic itself, more so than your personal preferences, better 
determines the answer. 

A good question to ask yourself is: “Where would people tend to look for, 
find, and buy a book on this topic?” If the answer is “in a bookstore,” then a 
traditional publishing house might be your best choice. The reason is that 
publishing houses have a mechanism in place to sell and distribute books to the 
bookstores, including a staff of national sales reps. As a solo author, you can’t 
hope to duplicate a major publisher’s bookstore distribution on your own. They 
amortize the cost of their sales force over hundreds of different titles published 
annually; as a small operator, you may publish only one trade book a year. 

On the other hand, what if people would find a book such as yours in a 
specialized store or magazine? Most books on scuba diving are sold in dive 
shops and advertised in diving magazines. In that case, the publisher’s bookstore 
distribution network is less valuable to you (they probably don’t have a list of 
dive shops for their reps to call on), and self-publishing might make the most 
sense. Carefully research book distribution into the specialized stores that pertain 
to your book; in some circumstances, you may be able to reach a distribution 
agreement with a distributor who has good penetration into that particular retail 
niche. And while you may also be able to sell books directly to chains or 
individual stores, this is usually a time-consuming approach with low odds of 
success. 


Microniching 


How do you get more writing assignments, write more royalty-producing 
materials, and gain a reputation as a top author in your field? 

One way is through microniching: narrowing your niche further and further 
and making it more and more specialized. In our bank teller example earlier, our 
writer/speaker’s niche was customer service for the banking industry. An 
example of microniching would be customer service in commercial banks, or 
thrifts, or credit unions. 

For many years, as a freelance copywriter, I specialized in writing direct mail, 
versus other copywriters who wrote TV commercials and magazine ads. As 
more and more copywriters began getting into direct mail, I microniched by 
further specializing in direct mail packages to sell subscriptions to investment 
newsletters. Then, as more and more copywriters began to compete for those 
assignments to write financial packages, I narrowed the niche more by 
specializing in writing direct mail packages for trading services. You get the 
idea. 

One way to reduce competition in your niche is to choose a subject that is 
somewhat technical. You find dozens of books and information products on 
goal-setting, because it is a fairly generic topic and not specialized: Anyone can 
understand it and write about it. But if you teach managing projects using Gantt 
charts, that’s a little more technical. Fewer writers and information marketers 
know how to use Gantt charts, and they are not inclined to learn, so the field is 
more open. 


Adjacent areas 


Micro-niching is a strategy to improve your writing career and income by 
becoming even more specialized within your topic than you are right now. 

Another strategy used by some how-to writers is to write in “adjacent areas.” 
These are topics that have something in common with your main niche or topic 
but are not exactly the same. As an example, I read a book on software system 
design by a systems analyst. He had an entire chapter about architecture—not 
software architecture, but buildings. Why? There is a parallel between designing 
a building and designing a system, and by teaching his readers something of 
traditional architecture he felt he could help them become better software 
architects. 

Let’s say you want to write information on how to take care of hamsters. A 
micro-niche strategy would be to write something on how to take care of 
Russian dwarf hamsters. An adjacent-area strategy would be to write something 
on how to take care of guinea pigs, ferrets, or rabbits. 

Michael Masterson, a best-selling writer and information marketer, uses this 
strategy. He began by writing primarily about starting and growing successful 
companies. As he built his many companies, he became wealthy and began 
investing in real estate. So he published a course on real estate investing. 
Because the success of many of his companies was a result of strong marketing, 
at which Michael excels, he then wrote a book on multichannel marketing. 


Going wider instead of deeper 


Yet another strategy for creating more writing opportunities is reverse niching: 
Instead of going narrower and narrower, you get wider and wider. 

My colleague Perry Marshall wanted to write about Internet marketing. He 
decided to make his niche pay-per-click (PPC) advertising, largely because it 
had little competition. The reason for the lack of competition, Perry told me, is 
that the subject is slightly technical, so most people shy away from it. 

To make a long story short, Perry is now a multimillionaire how-to writer and 
the recognized expert on Google AdWords PPC. Of course, PPC advertising is 
not all that Perry knows. To sell his original Google Ad Words guide online, he 
had to learn many other facets of Internet marketing. 

And guess what? Perry now has coaching programs and other information 
products on the broader topic of how to succeed in Internet marketing. He started 
with his micro-niche and established his reputation there. Once he became 
known as the Google AdWords expert, people easily accepted him as a guy who 
is extremely knowledgeable in all things related to Internet marketing. 

But Perry hasn’t stopped there. In his writings and talks, he has widened his 
scope even further, going from just Internet business success to business success 
principles in general. However, Perry is not the best-selling business success 
author of all time. Brian Tracy, Tom Peters, and a dozen other authors dominate 
the business book best-seller lists. But, Perry has a huge following online—his 
list has well over 150,000 subscribers—people who trust him and his advice on 
business success. So Perry can profitably sell reports, tele-seminars, and other 
content on the broad topics of business success very profitably to his fan base. 

Having a “fan base”’—a group of people who follow you and faithfully buy 
everything you write—is an important part of your success strategy as a how-to 
writer. And your fan base does not have to be huge for you to earn a handsome 
living from your how-to writing: If you have 10,000 online subscribers who 
spend on average just $100 buying your books and other information products a 
year, your annual gross income would be $1 million. 


Research and Knowledge Acquisition 


To be a successful writer, you must have something to write about, and this is 
where many writers in almost every genre, both nonfiction and fiction, fall short. 

Many writers have limited education and experience, and they live mainly 
inside their own thoughts. Unfortunately, unless you are Buckminster Fuller or 
Stephen Hawking, your thoughts are of little interest to the reading public. So 
works that are streams of consciousness, particularly your own consciousness, 
have little or no market value. Yet reflections on inner thoughts and feelings are 
precisely what many writers focus on, to their detriment. 

The how-to writer must have something to write about. This chapter shows 
you how to acquire that subject matter content for your writing. 

Michael Masterson says that good writing is a great idea clearly expressed. It 
is nearly impossible to come up with a great idea if you don’t know anything 
about your topic. I agree with Michael about the need for a great idea and clear 
writing, but to that I would add “great content.” 

Your information has to be accurate, useful, and educational: Readers should 
learn something they did not know before reading your book. If they already 
know what is in your book, but aren’t doing or using it, your writing should 
motivate them to put the methods and ideas into practice. 


The hierarchy of content: information, knowledge, and wisdom 


“Content” is the facts and ideas in your writing—the knowledge, strategies, and 
wisdom it conveys. 

And content has a hierarchy. The lowest level of this hierarchy is information. 
Information consists of facts; e.g., the temperature on the Kelvin scale of 
absolute zero is zero degrees K; it takes eight minutes for light from our sun to 
travel through space and reach Earth’s surface. 

Reference books largely contain information. At one time, reference books 
were very popular and sold well, and nonfiction writers could make a good 
living writing and selling reference books. Some still do; look at Matthew Lesko 
and his incredibly profitable books on how to get free money (grants and loans 
mostly) from the federal government. 

But for the most part, you can’t make a good living writing content that is 
merely informational. The culprit is the Internet. For instance, Isaac Asimov 
wrote a great reference book on world history, Asimov’s Chronology of the 
World. Before the Internet, if you wanted historical information, owning a book 
like Asimov’s would save you a trip to the library. And it’s fun to read. 

But now, any topic you’d care to look up in Asimov’s book you could find 
faster, with more up-to-date and detailed information, by using a Google search. 
Therefore, reference books are becoming archaic and obsolete. They may not 
vanish, but the demand for them has lessened significantly. 

At the next level of content, above information, is knowledge. Knowledge is a 
deeper understanding of the facts. Information is that zero degrees Kelvin is 
absolute zero. Knowledge is understanding what absolute zero is (cessation of all 
molecular motion) and its importance (eliminating electrical resistance to allow 
superconductivity). 

The highest level of the how-to writing content hierarchy is wisdom. Wisdom 
helps the reader determine a course of action or a choice. It is based on years of 
accumulated experience, analyzed so that rules and guidance may be extracted 
from it. 

The content hierarchy—information, knowledge, wisdom—should not be 


obvious in your writing. Content is not organized according to the hierarchy. 
Good how-to writing contains a mix of all three: information, knowledge, and 
wisdom. Just as the ingredients in a sauce or stew are well mixed to create a 
great dish, the three content elements are mixed in how-to nonfiction to create 
content that is clear, compelling, and complete. 

“Content matters,” writes copywriter Joe Robson in Copywriter Digest 
Newsletter. “What does your write-up say? What value can the readers get out of 
it? Are you substituting big words because you have nothing else to say?” 


The 4-step how-to writing process 


Why do we need to research information and accumulate knowledge so that we 
acquire wisdom? Because we need to dispense all three—information, 
knowledge, and wisdom—liberally in our writings. One of the main causes of 
poor writing I see in students is that they do not have enough information about, 
or mastery of, the topic they are writing about. 

Research and accumulation of knowledge is the critical first step in the how-to 
nonfiction writing process. This process has four steps: 


1. Research and knowledge accumulation. The late Paul Sarnoff, a successful 
author and newsletter editor, said: “If you are an expert in something, you 
will never go hungry.” 

Before you can write, you need to have something to write about. This 
means acquiring extensive knowledge and a deep understanding, through a 
combination of research and experience, of a subject people will pay to 
learn about. In Paul’s case, it was gold and gold mining stocks. 

When you read a piece of weak writing, the likely cause is that the author 
either did not understand the subject, or that he did not have enough 
information about the subject to write a composition of the desired length. 

In this chapter, we will review the different methods by which you, as a 
how-to author, can acquire the practical knowledge of your subject required 
to write useful instruction and advice about it. 

2. Organize your content. What’s the best way to present your subject? Is it a 
process with definite sequential steps that must be performed in a specific 
order? If it is a linear process, your outline can be a series of numbered 
steps describing what you do first, next, and so on. Other ways to organize 
your material are covered extensively in Chapter 4. 

3. Teach your subject to the reader. Use illustrations, stories, examples, case 
studies, photos, diagrams, tables, analogies, metaphors, comparisons— 
whatever it takes to make your subject clear to the reader. Give plenty of 
examples, worksheets, resources, and model documents that the reader can 


copy so he does not have to reinvent the wheel. 

In fact, teaching a class is a pretty good way of assembling the content 
you need to write a book, manual, home study course, or other information 
product. Good teachers organize the class syllabus into modules; these 
modules are the analog of chapters in a book. In addition, students often 
bring in interesting materials related to the discussion, and some of these 
can be used in your book. 

If you teach a class, you may want to audiotape or videotape it and 
transcribe the sessions. This transcript will capture a lot of your content and 
your explanations of it, in roughly the order you would present them in a 
how-to book or series of articles. 

4. Polish your prose. Teaching a class requires research and organization, but 
not writing. So even if you transcribe your class lessons, you will need to 
edit them into clear, coherent prose. 

Here’s where your writing skill comes into play. When style is not 
dictated by the client, publisher, or format, write in a natural, conversational 
style, like one friend talking to another, or like a patient teacher looking 
over the reader’s shoulders. Use small words, short sentences, and short 
paragraphs. Avoid jargon. Write in plain simple English. Use frequent 
heads and subheads to break the writing up into short sections. Use bullets 
and numbered lists to make the text easier to scan and read. 


Okay. Writing in general and how-to writing in particular is a four-step 
process: (1) research and acquire knowledge, (2) organize your information, (3) 
present it in such a way as to effectively teach the reader, and (4) polish the 
writing so it is clear, crisp, and concise. 

In this process, knowledge acquisition is the first step. But how do you, as a 
how-to writer, acquire the knowledge you are going to transfer to your readers? 


Research and knowledge acquisition 


The knowledge you must acquire to be a successful how-to writer is of two 
kinds: general and specific. Specific knowledge is information directly related to 
the writing task at hand. For instance, a writer working on a gardening book will 
check reference books and search the Web for information on plants and 
flowers. 

The second type of knowledge is general knowledge. It has often been said of 
writers and writing: Everything is grist for the mill. As a nonfiction writer, the 
more you know about everything, the better. When writing, you draw on your 
general knowledge to make comparisons, give examples, make analogies, 
support your points, and prove your arguments. 

How do you acquire the general and specific knowledge needed to be a good 
how-to writer? The different techniques of knowledge acquisition for the 
freelance nonfiction writer are listed below: 

e Do. Doing the thing you are writing about gives you greater understanding 

of the topic and greater credibility with your reader. Conversely, not being 
an active participant in the topic you are writing about makes you a 
journalist, and not an expert. And, as how-to author and publisher Dan 
Poynter has said, “We need fewer books by journalists and more books by 
subject matter experts.” 

Your participation can be as a regular practitioner or as a writer trying 
something out strictly for research purposes. An example of a how-to writer 
being a regular participant in his topic would be Omar Sharif and his bridge 
column. An example of a nonfiction writer trying the activity for the sake of 
writing authentically about it would be George Plimpton getting into the 
ring and sparing with Archie Moore for a round in order to write 
convincingly about boxing. 

Each of the three choices—being a journalist who is strictly an observer, 
trying the activity for yourself, or being a regular participant—can be a 
viable position for the how-to writer. However, I recommend involvement 
in the activity you are writing about at least occasionally and preferably 


consistently. The more you do the thing you write about, the greater your 
accumulation of knowledge that you can pass on to your readers—and the 
greater your credibility with them. 

e Watch. When asked why he wrote about the movie business instead of 
actually writing movies, former entertainment reporter Andy Neff replied: 
“Tt’s more fun to watch.” While learning by doing is powerful, you can 
often pick up a lot by watching the best at a particular craft or task perform 
it. That’s why golfers like to buy how-to golf videos—so they can see 
someone do it right, and then imitate the swing the way the golfer on the 
tape does it. Writers can learn a lot about their subject through careful 
observation and note-taking. 

e Listen. There is always more to learn about your topic. That’s why I advise 
all how-to writers and information marketers to become avid listeners to 
audio CD or digital learning programs. 

Driving in the car in silence or while listening to music is a waste of 
time. Pop a how-to or informational audio CD into the player, or download 
an instructional podcast to your MP3 player, and you can turn your car into 
a classroom on wheels. If you hear something so valuable in the audio 
program that you want to use it in your own writing, pull over and write it 
down. 

I also advise all writers to always, without fail, carry a pad and pen in 
their pocket or purse. I always wear button-down shirts (and never polo or 
T-shirts) because I need a shirt pocket to hold my pad and pencil. A small 
voice-recording unit can work just as well, and many mobile phones have 
convenient voice-memo recording functions. You never know when you 
will have an idea or hear or see something that you can use in your writing. 
However, you waste these opportunities if you don’t record the information, 
because you will likely forget it. 

e Read. Of the countless professional writers I know or have met personally 
over the years, only one I can think of is not an avid reader. Reading widely 
is how you acquire a constant stream of new general knowledge. I am a 
voracious reader of books, reports, pamphlets, newspapers, magazines, 
newsletters, and any other print information I can get my hands on—and I 
also read widely online. 

Tip: Whenever your local library is having a book sale, go and buy 
books that either have value as general reference or cover your specific 
niche topic. You can usually add gems to your personal library for fifty 
cents each. And you can usually get at least one thing you can use in your 
own writing from every book you buy. Where else are ideas on sale for 


half-a-buck each? 

e Face-to-face interview. A major research tool for the how-to writer is 
interviewing subject matter experts (SMEs). The request for an interview 
can be made by e-mail or telephone. The SME is more likely to agree to the 
interview if you put a time limit on it; e.g.: “This will only take 12 minutes 
of your time.” During the interview, you should offer to stop after the 12 
minutes are up; if the SME is having a good time or is just a nice person, he 
or she may give you more time. But always respect their busy schedules. 

There are pros and cons of in-person versus telephone versus e-mail 
interviews. I virtually never do live interviews because they take too much 
time. I simply do not have the time to travel. In addition, SMEs express 
themselves most concisely in e-mail; somewhat concisely in phone 
interviews; and least concisely in live interviews. I can get as much 
information from an SME in a half-hour over the phone as in an hour in 
person. 

Some writers tape and transcribe all interviews. I prefer to take notes. 
Because I am an extremely fast typist, the notes capture all pertinent 
information. And real-time note-taking eliminates the time-consuming task 
of transcribing the interview later on. 

Occasionally, I do have a project where getting exact quotations from the 
interview subjects is important. In these situations, I conduct the interview 
over a conference line where it is automatically recorded, such as 
www.freeconferencecall.com. I then send the link to the MP3 recording to a 
transcription service (see appendix) that transcribes it for me. 

When doing in-person interviews, call the morning of the interview to 
confirm the SME is in and can see you. There are few bigger time-wasters 
than to drive an hour or two to an interview only to discover that the SME 
is out sick with the flu. 

Make sure the SME can deliver the content you need before investing 
time in an interview. Once, while listening to the radio, I heard an odd 
commercial: A guy was selling billy goats to people for keeping their grass 
short. Sensing this would make a good feature for a newspaper where I 
freelanced, I called and asked if he could see me about the billy goats. 
Come right now, was his reply. 

I got in the car and drove 75 minutes. When I got there, the place was an 
outdoor power equipment dealer. Why were they selling goats? I, of course, 
wanted to see the billy goats. He took me to a showroom where he proudly 
displayed his line of brand-new Billy Goat Lawn Mowers. In addition to the 
embarrassment, I wasted half a Saturday. I should have said while making 


the appointment, “These are live billy goats, right?” 

e Phone interview. Face-to-face interviews are best when there is something to 
see—a laboratory, a petting zoo, an ecosphere—in addition to someone to 
talk to. But when there is nothing to see, I prefer doing my interviews by 
phone. It saves time and is more efficient. Also, I type faster on my desktop 
PC than I do on my laptop. 

e E-mail interview. When doing remote interviews, I ask the subject whether 
he prefers to have me e-mail him questions and have him answer them via 
e-mail, or have me interview him over the phone. Whichever he prefers, I 
do. The nice thing about e-mail interviews is that you often receive more 
detail and greater accuracy in the answers than in a phone interview; for 
instance, a typed reply shows you the correct spellings of names and 
technical terms. 

e Google search. How-to writers must learn to use Google and other search 
engines. You can do your own Internet research or, as I do, outsource it to 
freelancers. Expect to pay an Internet researcher $20 an hour or more. For 
more information on how to find facts fast online, visit 
www.fastonlineresearch.com. 

When doing your own Internet research, print out the pages with 
information you find. You need these hard copies as proof that your 
information is accurately sourced, and since web sites change, update, and 
delete content frequently, you need the hard copy as proof of what you 
found. 

e Library search. Despite the power of Google, library searches still have 
value. You come across books and publications that you would otherwise 
miss online. Browsing the stacks can lead your research in other directions 
and to new sources. 

e Blogging. Blogging is a form of research for writers. When you write short 
posts on topics you plan to use in information products, your blog readers 
will comment on these posts. Their comments can give you additional 
information on the topic, as well as feedback on how readers are reacting to 
your ideas. 

e Social networking. Social networks like LinkedIn, Twitter, Facebook, and 
MySpace can help you connect with SMEs and others possessing 
information of potential value to you in your how-to writing. Being active 
in forums and bulletin boards can elicit responses containing additional 
content you can use in your writings. 

e Research assistant. If you value your productivity, you should consider 
outsourcing all or part of your research. In particular, I use a freelance 


Internet researcher to search the Web for straightforward information such 
as facts, dates, statistics, charts, and graphs. Most of this is routine work 
and is just as easily done by an administrative assistant or a freelancer as by 
you. By outsourcing your routine Internet research, you free up your time 
for more important writing tasks. 


What you know can make you richer 


Each month, I am besieged by nice, well-meaning folk who desperately desire to 
be writers, consultants, coaches, speakers, and information marketers. Many of 
these people actually have quite a bit of talent for writing, consulting, coaching, 
speaking, and authoring information products. 

Yet most will not succeed for a single common reason: They have nothing to 
teach, write, or speak about. I see this all the time: 


e Marketing consultants who have never held a corporate marketing job or 
worked at an ad agency or created a single winning marketing campaign. 

e Numerous sales trainers who were mediocre salesmen, many of whom have 
never sold anything at all. 

e Business opportunity marketers who have never actually done the businesses 
that they write and talk about. 

e Financial newsletter editors who haven’t made a dime in the market in years. 


To succeed as a writer, speaker, consultant, or coach, you need just two 
things: (a) the ability to write, speak, consult, or coach and (b) something to 
write, speak, consult, or coach about. To be fair, you also need to know how to 
(c) market, promote, and sell yourself to get leads and clients. Lots of people 
have the (a), and the (c) can be learned, but too many lack the (b)—a subject to 
write about. 

The best way to gain this knowledge is as a participant in or practitioner of the 
skill or specialized field you want to write about. Some wannabe gurus decide 
they will master a field by reading about it and studying it, but they neglect to 
actually participate in it. 

That’s a mistake. Book learning is important, but there are limits to how far it 
can take you, and it is no substitute for real-world experience. 

For instance, years ago, I signed up at a local adult education program to take 
a course in mail order. At the time, I had a small mail order business, and I had 
been in direct marketing for decades... but I am always reading and taking 


classes to see what extra knowledge I can pick up. When the class started, it was 
obvious the instructor—a business teacher at a local community college—was 
reading from a textbook and had absolutely zero experience in and knowledge of 
mail order. 

The class members bombarded her with questions that she could not answer. 
Since I had identified myself when the teacher took attendance, I was tapped into 
answering them and pretty much teaching the rest of the class—not what I 
wanted. 

I once read an article by professional speaker Mike Aun in which he talked 
about the fact that in addition to being a speaker, he ran a successful insurance 
agency. He asserted that no one should be solely a full-time professional 
speaker; having a real business gave him the knowledge and content he needed 
to deliver in his talks. 

I agree with Aun. When I give a seminar on copywriting, I am frequently 
asked whether I just give seminars or do I still write copy. I am proud to reply 
that I am an active participant in every area (copywriting, Internet marketing, 
book publishing, freelance writing) that I teach others through my how-to 
writing and speaking. 

I don’t see how I could do otherwise. Active participation keeps your skills 
sharp and your knowledge level current. It also gives you a living laboratory in 
which to test out your ideas to make sure your advice works in the real world. 
And, it establishes your credibility with the audience or reader. 

I once heard a speaker tell a group of aspiring speakers to read books on their 
topics an hour a day every day for a full year. “If you do, you will be an expert 
on your topic and qualified to teach it to others,” the speaker said. To which I 
reply: no, you won’t. You will have a theoretical knowledge of your topic. But 
you will lack the confidence and depth of knowledge that having actual 
experience in a process, skill, or activity gives you. 

The other danger of learning only by reading instead of doing is that a lot of 
how-to writers don’t know their subjects that well, and they frequently give 
wrong advice. But if you have no experience and don’t test out an idea or 
method, you have no way of knowing that it is wrong, and you will likely pass 
misinformation on to others, doing your readers and listeners a disservice. 


Get other people to write your book for you online 


If you find SMEs who prefer to answer interview questions via e-mail rather 
than over the phone, consider yourself fortunate, because their answers are, in a 
sense, rough drafts of sections of your book. 

Ask one or two questions at a time instead of many in one e-mail, if the SME 
is agreeable. When you only ask one question per e-mail, the SME’s answers are 
typically longer and more detailed. Print and file each e-mail reply from your 
SMEs as back-up documentation for your source material. 

Use the text copy-and-paste feature to clip the answers out of the e-mail 
directly into your document file. Edit as needed and attribute the information to 
the source. If something is unclear or you want more information, reply to the e- 
mail asking for clarification or elaboration. Those answers too can be cut out of 
the e-mail and pasted directly into the document. 

The advantage of e-mail interviews is twofold. First, it saves you time, 
because the interview subject is effectively doing the writing (at least the first 
draft) for you. Second, SMEs tend to be more specific when writing e-mail 
replies than in phone or face-to-face interviews. Reticence disappears and they 
happily type away, giving you great answers. 

The disadvantage of e-mail interviews is also twofold. First, some interview 
subjects do not have the time or are not willing to be interviewed by e-mail, so 
the technique isn’t always applicable. Second, the e-mail interview, while 
interactive, is less so than a traditional interview. Plus, you can’t hear the tone of 
voice behind the answers or observe body language, so you may miss emotional 
aspects or get incomplete information. 

Tip: You can use multiple interview techniques on a single SME. I do, and 
my process is as follows: First, I e-mail a list of 10 to 20 questions in advance of 
the phone interview, so the subject can prepare. Then I call and conduct the 
interview over the phone. Once the interview is finished, I review my notes, and 
invariably a few more questions arise. These I e-mail to the subject, who usually 
prefers to answer them with quick back-and-forth e-mails. 


Interviewing subject matter experts (SMEs) 


How can you get subject matter experts to share their expertise with you, 
especially when you are not compensating them in any way? It is surprisingly 
easier than you might think. 

If you are writing a magazine or newspaper piece, tell the SME the name of 
the publication. Many experts seek publicity, and they will talk to writers from 
magazines and newspapers in the hopes of getting free PR. 

If you are self-publishing the material, many SMEs will still talk with you. A 
percentage of people love to talk and share what they know, and it is this group 
that will be your best interview subjects—far better than someone who, though a 
knowledgeable expert, is aloof and uncooperative. 

How do you find experts in your field? If you are an active participant in your 
niche, you are already aware of who the gurus are. They are the people who give 
keynote speeches at the conventions, write the books, and contribute the articles 
and columns to the trade publications. 

Thanks to the Internet, it is easier to reach out to these gurus than ever. In 
many instances, their bios and blurbs contain their web site address and 
sometimes their e-mail address. If not, most can be found quickly with a Google 
search of their name. Get in touch, reference where you heard about them (e.g., 
you read their most recent column), and ask whether they would mind answering 
a few questions. 


Tip: Use the 2X rule to determine how much research you must do. The 2X 
rule says you should gather approximately twice as much research material 
as you think you will need to write the piece. 


Reason: Having gathered 2X as much information as you need, you can be 
selective and use only the research that best supports and illustrates your 
points. When you collect the bare minimum research to get by, the piece 
you write invariably sounds thin and puffy. 


Launching writing projects on your blog 


Robert Scoble published his book on blogging, The Red Couch, on his blog as he 
was writing it. The advantage to this is you get feedback in the comments after 
each post, which you can use to do rewrites and edits. 

Your blog is a good place to test out new ideas for books, articles, and reports. 
Post a brief version of the idea. If it generates a flurry of comments and 
conversation, you may have a winner. In addition, the comments may give you 
additional information and insight into the topic that aids you in your writing. 

I am not an attorney, but I suspect that using comments on blogs in other 
writings is a gray area. That’s ironic, considering bloggers routinely quote 
writings from other sources without asking for permission. Still, print has more 
permanence than the Web. So if you want to incorporate blogging content into a 
hard copy publication, you may want to check with an attorney. 


Your content goldmine 


For the how-to writer, content is solid gold. Much of that content is locked away 
in your brain as experience, skill, knowledge, and memory. You carry it with 
you and, naturally, your recall and retrieval—unless you possess a photographic 
memory—is imperfect. 

But in the e-mail and computer age, a lot of your knowledge is documented in 
writing: in e-mails, memos, newsletters, blog posts, tweets, articles, books, 
reports, PowerPoint presentations, and any other written content you have 
created. Author Jeff Davidson suggests that many of the business reports written 
could easily be turned into useful how-to articles. 

Unlike the content in your brain, your written content can be retrieved in its 
accurate and original condition, provided it is stored in a manner that allows you 
to find it quickly, and in a format (usually a Microsoft Word file is preferred) 
that makes it easy to use in your new writings. 

If content is gold on the Internet, your hard drive becomes the gold mine. Here 
are some tips for managing the content gold mine on your PC’s hard drive to 
your advantage: 


1. Create a sensible PC-based filing system, with directories and 
subdirectories organized in a manner that is logical and intuitive to you, 
regardless of whether it is logical and intuitive to others. 

2. When you create a document, type the file name in the upper-left corner of 
page one. That way, when you have a hard copy in hand, you always know 
the file name and can quickly retrieve it from your hard drive with the file 
search feature. 

3. Save any content related to your niche that you think you might have use 
for some day. These include your own writings, as well as content from 
outside sources. 

4. Always indicate on the file the date the content was created and, if taken 
from an outside source, details on the source (e.g., name of publication, 
issue date, page numbers, author, title). Without these attribution details 


readily available, you may not be able to use the material. 

5. Convert materials you may want to use in the future to file formats that are 
easy to paste into Word documents. 

6. When you acquire source documents, print and save the document in a file 
cabinet, but also save the electronic versions. Why? Because you can 
capture images (charts, graphs, and diagrams) to use in your own writing. 
Of course, you need to obtain the author’s permission; for this, use the 
permission form in the appendix. 

7. When in doubt, clip and save material you might want to refer to some day 
for a writing project. At the same time, don’t be like the famous Collier 
brothers, who saved every newspaper they ever bought in their Manhattan 
brownstone until it became a rat-infested fire hazard. When you want to 
save something, tear it out of the magazine or newspaper, and save just the 
clipping, not the entire publication. Make sure the publication name, date, 
and pages are noted on the clipping. 

8. Back up your entire hard drive to a mirror device (a hard drive of duplicate 
configuration) every 24 hours. I automatically set mine to back up in the 
middle of the night while I am sleeping. 


As a how-to author, your readers are not buying your stuff for your dazzling 
prose style. They are buying it for the valuable problem-solving information you 
provide. To make your how-to writing more useful to these readers, you need 
solid content. Even if you are a subject matter expert yourself, your writing will 
be stronger when you augment your own knowledge with additional material. 
That’s why every serious how-to writer must research and accumulate facts, 
knowledge, methods, strategies, and ideas to share with readers. 


Writers with an outsider’s perspective 


To be fair, not everyone agrees that the more the writer knows, the better, 
although dissenters on this opinion are in the definite minority. One such 
dissenter is Nicole, a freelance writer who makes the argument that the less 
she knows about the topic when she begins an article, the better. “I’ve been 
writing feature articles for a local magazine for four years, and in my 
experience, the better articles have been the ones I knew the least about 
going into it,” says Nicole. 

How can knowing less about a topic rather than more be an advantage to 
a writer? “The less I know, the more curious I am, and the more questions I 
have,” says Nicole. “Also, I think I write more objectively when I am 


learning something new, rather than having opinion or bias from the start.” 

As a how-to writer, you can generally get away with having less 
knowledge of a topic only when you are writing to an audience of 
neophytes who also know little to nothing about the topic. 

“T’m a go-between from the expert to the general public,” says Nicole. 
“The less I know about the topic, the more I know what questions they are 
likely to want answered. When you have experience, it’s easy to forget 
what someone may not know about a subject. I do the research and interpret 
the information for my readers.” 


Products, Titles, and Outlines 


Let’s recap. In Chapter 1, we reviewed the basic tasks of the how-to writer and 
covered the four modes of learning (hearing, watching, reading, doing). In 
Chapter 2, we chose our niche or topic area. “How-to books cover just about all 
areas of life today,” wrote L. Perry Wilbur and Jon Samsel in their book How to 
Write Books That Sell . “Just name a subject, and chances are good there is a 
how-to book on it.” In Chapter 3, we looked at ways to research our subject. 

The next three decisions the how-to writer must make are: 1) determining 
what media and formats to write for; 2) selecting the title of the how-to product; 
and 3) assessing the contents—what to cover in the product. What is the subject 
of the document? How narrow or broad is the coverage of the topic? How much 
detail and depth will it go into? 


Media and format selection 


Media refers to the medium in which the information product is published. The 
basic media are magnetic (DVD, CD), hard copy (books, magazines, 
newsletters), electronic (PDF documents), and interactive (software, web sites). 
Within each medium, content can be formatted in different ways. For example, a 
CD can contain audio or video, or both. It can also be interactive. Audio can be 
burned onto a CD or downloaded as an MP3 file. 

Which media and format should you choose for the how-to instructional 
information you write? If you are self-publishing, the sky’s the limit. Even 
traditional publishers are being more creative these days, packaging books with 
CDs and objects (e.g., a book on card tricks comes with a deck of cards). 

There are four factors that determine which medium and format are best for 
presenting how-to material: learning mode, topic, personal preference, and profit 
potential. 


1. In Chapter 1, we talked about the four modes of learning. One reason why 
how-to writers today publish in multiple media is to reach the widest 
audience by creating how-to materials for all four learning modes. My 
observation is that most people have a major learning mode, one or two 
minor learning modes, and one or two learning modes they don’t care for at 
all. Table 4.1 shows the four learning modes and the information products 
that appeal to each. 


Learning Modality Media and Format 

E-books, books, articles, reports, web sites, 
Reading tip sheets, monographs 
Watching TV, online videos, DVDs, YouTube, movies 


MP3s, audio COs, tele-seminars, webinars 
Hearing lectures, speeches 

Workshops, boot camps, classes, training 
Doing {experiential learning) sessions, coaching, e-classes 


Table 4.1. Learning Modalities, Media, and Formats 


2. Your topic might dictate the most appropriate learning mode. Some 
subjects are taught best in specific modes. Golf, for example, is learned 
primarily through doing (practice), with watching being the second choice; 
i.e., you can watch the pros do the swing you want to learn on video, which 
makes DVDs a good medium for golf instruction. 

3. The third factor that dictates learning mode is personal preference, both 
yours and your audience’s. For example, a large segment of my list is 
writers and aspiring writers. Most writers prefer reading as the primary 
learning mode, so a lot of my information products are traditional books, e- 
books, and other text-based media. 

4. The fourth topic that dictates choice of media and format is profit potential. 
Will you make more money putting on live golf classes or producing and 
selling a golf video? Can you charge enough for the video to make a decent 
profit? What channels of distribution would your video sell through? 


Word length and information density considerations 


Be sure to factor in word length when considering format and media options. 
(Word length, of course, refers to the number of words in the document; 
Microsoft Word makes it easy to write to a specific word length, because it 
shows you how many words are in your document as you type.) 

When you are writing under contract for a publisher or publication, word 
length is specified by your contract. I produce a column for Target Marketing 
magazine every other month that must come out to 1,200 words; the editor will 
not accept a piece that is shorter or longer by more than 10 percent. 

When you produce the information product yourself, whether it’s a self- 
published book or a 60-minute audio CD, the length is determined by the format 
you choose. You cannot, for example, fit a 20,000-word lecture into a one-hour 
CD; no one talks that fast. Typical word length for a variety of formats is shown 
in Table 4.2. 


Information Product 


2,500 
1,800 


Magazine column, 1 page 800 


Table 4.2. Word Length of Different Information Products 


Information density refers to the number of points or ideas per page or per 
chapter. Are you trying to cram too much information into your how-to 
document? You can have a higher word density when writing instruction for 
people who are experienced or professional. For instance, research studies 
published in medical magazines are densely written with heavy use of technical 
terms. These journals are written by doctors for other doctors. 

When writing to newbies or others with limited knowledge and experience, 
the information density should be lighter. Limit the content to one central idea or 
skill per chapter or section. Instead of overwhelming the reader with too much 
content, it’s better to ladle it out bit by bit; readers like to understand concept A 
before going on to concept B. 


Titles, heads, and subheads 


By title we mean the title of the book; by head, we mean the title of a chapter ; 
and subheads are the bold headers used to separate sections of a chapter. 

A good title can boost sales of a book tremendously. One of Ray Bradbury’s 
novels has the rather poetic title Something Wicked This Way Comes. If he had 
simply called it Here Comes Something Bad, I don’t think the book would have 
sold as well. 

The title is vitally important because it is often used in the marketing copy 
created to sell your book. You can come up with a wholly original title, or you 
can model your title after what people are already using. For example, “Quick 
and Easy” is a popular phrase in titles. So if your book is about baking cakes, 
your title could be Quick and Easy Cake Baking. 

The main purpose of the title is to grab the reader’s attention and make him 
want to get his hands on the book. Emotional titles are more compelling than 
titles that are just a straightforward description of the book contents. Dale 
Carnegie sold millions of copies of How to Win Friends and influence People. 
Would he have sold half as many if he had titled the book Interpersonal Skills? 
What do you think? 

Effective titles appeal to fundamental human desires that drive our behavior. 
According to marketing consultant Wendy Montesdeoca, the core drivers of 
human behavior include the desires for belonging or love; control and security; 
change; recognition; achievement; growth; pride; and the need to contribute. 

While there is no set word length for titles, as a rule, shorter titles are better 
than longer ones, for one simple reason: the shorter the title, the bigger and 
bolder it can be on the front cover. If you have a title much longer than ten 
words, consider breaking it into two parts: a title and a subtitle. In such a two- 
part title, the main title is usually a grabber, while the subtitle is more descriptive 
of the contents. One example is a career book I wrote years ago called Dream 
Jobs: A Guide to Tomorrows Top Careers. Exceptions? Of course. Sometimes a 
longer title is needed to tell the whole story; e.g., How to Write and Sell Simple 
Information for Fun and Profit. We could have shortened it by moving “fun and 


profit” to a subtitle; but we didn’t feel it had the same ring to it. Part of title 
selection is simply your subjective appraisal of how snappy and appealing the 
title sounds. 

The chapter titles and subheads help guide the reader through the material and 
break the writing up into short sections. Is this a good thing? Yes. As a rule, you 
should use short sentences, short sections within chapters, and short chapters. 

When in doubt about whether to break a very long chapter into two chapters, 
choose the latter, because readers like short chapters. Many readers feel 
obligated to keep reading until they finish the current chapter, and they don’t 
want to wait too long to accomplish that goal. 


Everything You Ever Wanted to Know 
About. séutt Were Afraidto | Everything You Ever Wanted to Know 
Ask About Sex but Were Afraid to Ask 


How to Win Friends 
and Influence People 
Handbook | The Copywriter’s Handbook 
Secrets of Successful 
Secrets Telephone Selling 
|________Made Easy _| Horseback Riding Made Easy 
A Guide to Marketing with 
A Guide to Social Networks 
Ads that Sel 


Growing Earthworms 
for Fun arn Profit for Fun and Profit 
= |i The Landlord's Toolkit 
Getting Started as a 
GettingStartedasa Professional Speaker 
|______ona Shoestring _| Trading Options on a Shoestring 
The 10-Step Plan The 10-Step Marketing Plan 


SMart O The Become-A-Millionaire Manual 
Quick and Easy Quick and Easy Cake Baking 


The 17 Most Common Questions 
MostCommonQuestionsAbout About Divorce...and the Answers 


| for | Careers for Writers 


Quick Tips for Better 
Quick Tips for Business Writing 
: The Complete Guide Grouting: the Complete Guide 


Table 4.3. Titling Conventions 


Organizing your content 


Selecting the right organizational scheme for your writing is vital to making your 
how-to document easy to follow. As technical editor Jerry Bachetti points out: 
“If the reader believes the content has some importance to him, he can plow 
through a report even if it is dull or has lengthy sentences or big words. But if 
it’s poorly organized, forget it. There’s no way to make sense of what was 
written.” 

“Organize your material logically,” writes Marcia Yudkin, “then use headings 
to make it super-easy for readers to know what is discussed where.” 

In some instances, the material itself dictates the organizational scheme. In 
other situations, there is no “right way” to organize the piece, and so you must 
decide how you want to organize the material. Here are some common 
organizational schemes used in how-to writing today: 

e Alphabetical order—A book on vitamins and minerals could present topics 

in alphabetical order, starting with vitamin A and ending with zinc. 

e Order of location—A book on the solar system could begin with Mercury, 
the planet closest to the sun, and end with Pluto or Neptune, depending on 
whether you still classify Pluto as a planet. 

e Order of increasing difficulty—Training manuals often start with the easiest 
skills, so the user can experience success early in the training program. 
Then they move on to increasingly more difficult tasks. 

e Chronological order—Presents the facts in the order in which they 
happened. History books are written in chronological order, as are profiles, 
biographies, and case studies. 

e Problem/solution—Another format useful in case histories, as well as reports 
and marketing materials, the problem/solution document begins with 
“Here’s what the problem was” and ends with “Here’s how we solved it 
and the results we achieved” (e.g., your electric bill was too high; the 
solution was to install solar panels on the roof). 

e Inverted pyramid—The newspaper style of news reporting where the lead 
paragraph summarizes the story (telling who, what, when, where, why, and 


how) and the paragraphs that follow present the facts in order of decreasing 
importance. You can use this format in journal articles, reports, letters, 
memos, and press releases. 

e Deductive order—Lead with a generalization, and then support it with 
particulars. Most newspaper editorials are written using deductive order. 
Scientists use this format in research papers that begin with the findings and 
then state the supporting evidence. An example is Charles Darwin’s On the 
Origin of Species. The book states that we evolve through natural selection, 
and it presents hundreds of pages to prove the point. 

e Inductive order—Begin with specific instances, and then lead the reader to 
the ideas or principles these instances suggest. Inductive order works well 
for nonfiction articles and scientific research reports. 

e List—Content that is organized as a list is easy to read and easy to write. 
Examples include “7 ways to reduce your heating bill” and “5 reasons to 
rent instead of buy a house during a soft housing market.” 

e Question and answer—Ask and answer a series of questions your readers are 
likely to have about the subject; e.g., “The 7 most common questions about 
search engine optimization—and one good answer to each.” 


Outlining with mind maps 


In the last section of this chapter, we looked at common organizational schemes 
for how-to writing. But how do you decide what to include and what to leave 
out? How do you organize the material you do include? 

Programs like Mindjet allow you to organize your topic using mind maps. In a 
mind map, you start with a central topic, and then branch out to related ideas. 
And you don’t have to use software, either. I created the mind map shown in 
Figure 4.1 with nothing more than a pencil and pad. 

How does it work? Write your main topic in a big circle in the center. 
Following along in Fig. 4.1, that would be “Nonfiction Writing.” 

Next, off of that circle, add circles with major subtopics in them; e.g., 
“Media” (by the way, Fig. 4.1. is incomplete). 

From media, I instantly thought to break it into three subtopics: audio, video, 
and print. If I leave something out, I can always go back and add more circles. 
From audio, I had two sub-subtopics connected to it: MP3 files and audio CDs. 


Digital 


i) Audio/Video 


Online 
Marketing 


Landing 
Pages 


Nonfiction 
Writing 


Traditional 
Marketing 


Fig. 4.1. A mind map for this book. 


You work with the diagram, adding more and more topics and subtopics as 
you think of them. When you absolutely can’t think of another, you’re done! 

The center circle is the main topic of your book. The circles radiating from the 
center are chapters. The circles radiating from the chapter topics are headers for 
the various sections of the chapter. 

Mind maps are great for authors who think visually, because they are a picture 
of the outline. For authors like me who think in words, a straight-forward and 
conventional outline works best, which is why the mind map in Fig. 4.1 remains 
incomplete. But how do you create such an outline? 


Index card method 


Here is an easy method of creating a book outline or table of contents. It requires 
only a pack of small index cards and a pencil. 

Write topics that you should cover in the book, one topic per card. Don’t 
worry about organizing anything or whether the subject is a topic, subtopic, or 
sub-subtopic. Just keep writing until you can’t think of any more subjects to 
cover. 

Next, make piles of the cards according to major categories. For a book on 
setting up your first aquarium, you might have one pile of cards on the different 
species of fish, another on setting up the aquarium, and a third on maintaining 
your fish tank. Additional card piles might cover topics like fish food and 
feeding, another on disease treatment, and yet another on breeding. 

Write a broad description of each topic (e.g., breeding) on a blank card and 
put each of these title cards on the appropriate pile. Within each pile, organize 
the cards under each title card in a sensible order. 

Next, put the piles into one big stack in the order in which you want to cover 
the major topics. When done, type what is on every card into a word file, with 
the category for each pile in boldface. When you are done, you will have a rough 
outline for your book or report. 


Check out competing table of contents 


After you have used mind-mapping, index cards, or simply adapted one of the 
organizational schemes in this chapter, how do you know whether your outline is 
complete? 

Go to the bookstore or library. Find nonfiction books on the same topic as 
your information product. Look at the table of contents in each. When you see a 
major topic that you omitted, make a note of it in a note pad you carry with you. 
After you are done, compare the notes you’ve made against your outline. Add 
any topics or subtopics you missed that you think you should include. Now you 
can rest comfortably knowing you’ve done your “due diligence” on the outline. 

Okay. You have a detailed, accurate, comprehensive outline with topics 
organized in a way that makes sense. You have accumulated your research 
materials. Now it is time to sit down and write your how-to book, article, or 
report. We’ll look at how to do that job in Chapter 5. 


Becoming a Master How-To Writer 


It’s easy to be a mediocre how-to writer. And while becoming a good or even 
great how-to writer isn’t brain surgery, it does require practice, persistence, 
dedication, and mastery of a few principles most writers seem unaware of. 


Levels of the game 


The most basic mistake made by even experienced writers who turn their hand to 
how-to and self-help writing is telling readers “what to do” instead of showing 
them “how to do it.” 

My friend Dr. Jeffrey Lant gives the example of a book on small business 
marketing that told the reader to “try advertising on matchbook covers.” That’s 
“what to do” writing. 

At the next level up, said Jeffrey, you should tell the reader how to do 
advertising on matchbooks. How many words of copy can you fit? What does it 
cost per thousand matchbooks? Who do you call to place your ad? What 
products are appropriate to advertise on matchbook covers? 

At the highest level is “doing it for them.” In this case, the book could have 
supplied templates for sample matchbook ads the reader could adapt to his own 
business. 

The lazy writers out there think they are writing how-to, but are really writing 
mostly what-to-do. 

Experienced how-to writers strive to write clear instructions with sufficient 
details to enable the reader to perform the function or complete the task. You 
should do the same. If you can figure out a way to get to the highest level and do 
some or all of the work for your readers, they will love you for it. 

A good example is Brownstone Publishing, which publishes paid subscription 
newsletters on legal issues for laypeople in various fields (schools, building 
management). Its articles don’t just tell subscribers what to include in contracts. 
They provide boilerplate clauses the reader can drop into actual contracts! 

Table 5.1 shows the hierarchy of instructional writing: what to do; how to do 
it; doing it for them. The higher up the ladder you go, the more satisfied your 
readers will be. 


oT 


Books, e-books, seminars, workshops 


Online tools, templates, model forms, 
Do it for them software 


Table 5.1. Levels of How-To Writing 


The 7 most common how-to writing mistakes and how to avoid 
them 


One way to become a good how-to writer is to learn what not to do in your 
writing. In my role as a small online publisher, I frequently hire ghostwriters to 
write e-books for me. Though these are all professional writers, the quality of the 
writing ranges from good to downright abysmal. Here are the seven most 
common mistakes the writers I hire make when writing how-to e-books for me: 


Mistake #1: Laziness 


Many writers are just plain lazy. They don’t want to do the hard work of 
researching their topic, so they fake it. As a result, the readers don’t get the 
information they want or need, and they become frustrated. For instance, here’s 
a paragraph one of my writers submitted to me in a draft of an e-book I hired her 
to write: 


How much does printing postcards cost? Unfortunately, there’s no good 
answer to this question. Depending on whether you use full color, black and 
white, black-and-white on colored paper, bleeds, die-cuts, odd-shaped 
postcards, how many you order and any number of other variables, you can 
spend anywhere from 3¢ per postcard to a dollar or more. 


What’s wrong with her copy is that there is a good answer to this question of 
what postcards cost to print. It’s the writer’s job to find it and present it to the 
reader. I told the writer to visit the web sites of companies specializing in 
postcard marketing; their pricing schedules are listed right on the sites. 


Mistake #2: Visit this site/Google it 


The next draft was better. Instead of saying there’s no answer to the question 
“What do postcards cost to print?”, the writer gave the URLs of three web sites 
of companies that specialize in postcard printing and told the reader to Google 
“postcard printers” for more. 

That’s fine, except the reader has paid us for a book that is supposed to give 
the information, not refer him to the Internet for it. If he has to look at these sites 
for prices and then Google to find more price information, he is in essence doing 
the writer’s job. 

It’s okay to suggest web sites or Googling, but only after you have presented 
the information the reader needs. I would have given a summary of average 
printing costs for various postcard sizes and paper stocks instead of making the 
reader look for it. 


Mistake #3: Logical contradictions 


A logical contradiction is a statement that logically cannot be true. Here is an 
example from a manuscript one of my writers handed in to me: 


By having a product on the Internet, you have no overhead to worry 
about. All you have to do is have the product available for fast download 
for the customer. By watching your overhead, you can increase your profit 
margins. Also watching your overhead can influence product pricing. 


Can you spot the logical contradiction? In the first sentence, he says Internet 
businesses have no overhead. In the third sentence, he talks about watching 
“your overhead.” If I have no overhead, what am I watching? 


Mistake #4: Rambling 


Here is an excerpt from a draft that same writer wrote for me for a book on 
measuring Web metrics: 


Many people seem to overlook this function of metrics. Or at least they 
don’t pay much attention to it. When people come to your web site, they 
perform actions which can be in the form of communications. These 
communications can be e-mail, forms, video, chat, or whatever mechanism 
is in place to allow for such communication. By understanding the function 
of communications in metrics, it will force each webmaster or online 
business owner to pay more attention to this facet of their data collecting 
and measuring. For example, when someone clicks on an e-mail link, fills 
out a form, or clicks to view a video, each one of these steps is a form of 
communication that webmasters should measure. This way they will know 
what actions their visitors take when visiting their web site. 


It takes 135 words and basically says, “Web metrics are important and should 
be measured.” Given that the reader has shelled out $29 for an e-book on Web 
metrics, it’s safe to assume he already thinks it’s important. Therefore, this 
paragraph adds no new information or value and just takes up space. It’s 
rambling and has no point or purpose. 


Mistake #5: Not realizing that words have meaning 


It frustrates me when professional writers I hire hand in e-book copy like this, an 
excerpt from a section on how to collect overdue bills: 

Your client owes you money. He/she has not responded to your calls or e- 
mails. You must assume at this point that something is wrong. Here’s what I 
suggest. Find out why they are not responding to your calls or e-mails. You 
need to collect on the money that they owe. 

Your client did sign off on your work, agreeing to pay you. And, the 
company still owes you money. Importantly, this client may have done work 
for you in the past, and you want to perform more work with them in the 
future. Don’t lose your client by being too aggressive, nasty, or rude. You 
must somehow reach them in a manner that will make everyone happy. 


Every sentence is weak. “You need to collect on the money that they owe.” 
Duh! “This client may have done work for you in the past.” Wrong: You 
performed work for them. “You must somehow reach them in a manner that will 
make everyone happy.” That’s what to do, which is embarrassingly obvious. 
What the writer needs to tell us is how to reach them to collect the debt without 
offending anyone. 


Mistake #6: Writing that says nothing 


It’s hard to believe, but the sample below was also submitted by a professional 
writer. It’s an article for a chemistry web site I have on careers in chemistry: 


In order to consider a career in chemistry, you will need to study. Start 
with a major in chemistry. After this, depending on the career path you’ve 
chosen, you can move on to other courses. These will depend entirely on the 
job you want. 

Becoming a chemist isn’t for everyone. However, if you are particularly 
fond of atoms, then this could be for you. 


In the first paragraph, we are told that to have a career in chemistry, we need 
to study chemistry. Wow, that’s a helpful tip! And then after that, the courses we 
take should depend on what job we want. There’s an original concept! 

The second paragraph reads like a joke, except the writer was serious: A 
career in chemistry is for people who are “fond of atoms”? How someone can 
write this, submit it to me with a straight face, and expect to be paid is beyond 
me. Of course I made him rewrite it. 

Here is the lead of an article I clipped from my local penny-saver newspaper. 
Why am I showing it to you? It’s not a how-to piece, but it caught my attention 
because of its clean, simple, straightforward style: 


During a Sept. 16 meeting, the Rochelle Park Township Committee 
issued a strong warning to owners who neglect their properties: Clean up 
or face a hefty fine. 

Mayor Frank Valenzuela said that properties are being left unattended 
throughout the township due to foreclosures, estate sales, etc. These 
property owners will now have to pay maintenance charges accrued by the 
Department of Public Works. 

“We’re serious about this,” said Valenzuela. “Any property that’s in 
limbo and not being kept up is a quality-of-life issue.” 


Notice how the piece flows smoothly and pulls the reader along in the story. I 


especially like the colon separating the two parts of the sentence in the first 
paragraph, which seems to propel the reader forward. Compare this bold, 
confident, competent writing with the weak, rambling drafts submitted to me in 
the five examples above. 


Mistake #7: Running out of steam 


Too many authors start off with great enthusiasm and write great introductions 
and chapter ones, only to gradually lose steam as they write, becoming lazier 
with each subsequent chapter. 

I often get e-book manuscripts to edit where the initial chapters average ten 
pages each, but by the time we get to the middle and closing chapters, some 
chapters are literally a page or even half a page. This is a clear indication to me 
that the author is getting tired or running out of steam, and he is cheating the 
reader by delivering inferior and superficial chapters the further he gets. 

Yes, to get and hold the reader’s attention, the introduction and first chapter 
must be great. But that doesn’t mean the rest of the book can be mediocre. The 
trick is to start on a high level and stay there. 

While it’s not mandatory, it’s a good idea to have chapters that are similar in 
length and density. Having Chapter 3 be 50 pages and Chapter 15 be three pages 
is a sign of author fatigue. The solution? Either beef up Chapter 15 with more 
content, or divide Chapter 3 into two or more smaller chapters so the chapter 
lengths throughout the book are more equal. 

Note: Of the mistakes listed here, the last sin is the least egregious, and I have 
been known to make it myself from time to time. Still, it is better to avoid it if 
you can. 


Matters of voice 


By “voice” in how-to writing, we mean the writer’s expertise in the topic matter 
and status in the field in relationship to the student’s knowledge and position. 

“To be a powerful and effective communicator, whether in print, on the 

platform, on TV or radio, you need to communicate in your own special voice,” 
writes Ted Nicholas in The Success Margin. Nicholas defines “voice” as 
“nothing less than the sum total of your words, expressions, personality, and 
mannerisms that make you—you.” 

As my colleague Nick Usborne points out, there are three basic voices you can 

take: 

1. The first voice is the “experienced expert.” If you have been in the field a 
long time, have a lot of experience, and are highly educated in the subject, 
your voice is that of a top expert patiently teaching others his craft or topic. 
This is the voice I use when writing about marketing and copywriting, 
which I have done all of my professional life—for three full decades. You 
can find it on my main web site www.bly.com. , especially on the Articles 
page. Other examples of the experienced expert include Larry MacMillan 
on options trading and Suze Orman on personal finance. 

2. The second voice is the knowledgeable participant. This is the voice to use 
when you have not spent your life learning the field, but you do have more 
experience and expertise than your readers, and you are at least one or two 
steps ahead of them in the learning curve. You teach what you know, but 
are honest and admit you don’t know everything, and point your readers to 
experts who know more in certain subtopics whenever appropriate. This is 
the voice I use when I teach Internet marketing, in which I have been a 
direct participant for only a few years, though I have already built a 
business generating an annual income in the mid-six figures. Here I am 
usually a few steps ahead of my readers, though some are equal to me or 
even more advanced. You can find this voice on my Internet sites, such as 


www.theinternetmarketingretirementplan.com. . 
3. The third voice is the enthusiastic amateur. Here, you freely admit that you 


are a peer of the reader rather than a superior, and your writings chronicle 
your adventures as you progress in your mastery of the craft or subject you 
are writing about. It has a collegial tone of “let’s explore this great subject 
together!” You can find this tone on my hobby site for aquarium hobbyists 


at Www.aquariumdetective.com. 


Matters of tone 


By tone, we mean: How does the writing sound? In good how-to writing, the 
tone should be conversational, easygoing, and natural. Your how-to writing 
should, in the words of a how-to writer in the personal computer field, sound like 
“a friendly, patient teacher looking over the reader’s shoulder.” We call this a 
personal or informal writing style. 

Even if you are the authoritative expert, you should keep things simple and 
accessible. Remember, part of your job is to motivate readers into pursuing the 
activity, not scare them into quitting. 

According to a June 1982 article in the Harvard Business Review, here are the 
qualities of a personal writing style: 

e Be warm. 

e Use the active voice. 

e Use personal pronouns. 

e Use contractions. 

e Write in a natural, conversational tone. 

e Write in the first person and second person. 

e Vary sentence length. 

e Let your personality shine through. 


Matters of style 


What about “style”? Well, what is style? In his book Opus 300, Isaac Asimov 
notes that there are two chief aspects to any piece of writing: (1) what you say 
and (2) how you say it. The former is content and “the latter is style,” says 
Asimov. 

Since the primary goal of how-to writing is to communicate information, 
instruction, and ideas—and not tell a story, paint word pictures, or evoke strong 
feeling or emotion—the best style for the how-to writer is to say what you have 
to say in plain, simple English. “I think most writers, even the best, overwrite,” 
said Truman Capote. “I prefer to underwrite. Simple, clear as a country creek.” 

A simple, unpretentious, informal, conversational style with a friendly, patient 
tone is ideal for how-to writing. Literary or poetic style has no place here, nor 
does obscurity or intellectual wordplay. 

“T have an informal style, which means I tend to use short words and simple 
sentence structure,” says Isaac Asimov. “The informal style pleases people who 
enjoy the sensation of feeling that the ideas are flowing from the writer’s brain 
into their own without mental friction.” 


The 3 C’s formula for nonfiction writing 


The 3 C’s formula is for all types of nonfiction writing, not just how-to. When 
you follow the formula, your writing will be quick, easy, and pleasurable to read, 
all of which are goals you should strive for. Here is the formula: 

The first C is clarity. What you write must be clear. Not just to you or the 
client or the marketing director or the product manager, but to the prospects you 
hope to sell the product to. 

Ralph Waldo Emerson defines clarity this way: “It is not enough to write so 
that you can be understood. You must write so that you cannot be 
misunderstood.” 

The typical advice given in writing classes about clarity is to use small words, 
short sentences, and short paragraphs, and this is sensible advice. Breaking long 
documents up into sensibly organized sections, each with its own heading, also 
helps. 

But clear writing stems primarily from clear thinking, and the converse is also 
true. If you don’t really understand what you are talking about, your writing will 
be weak, rambling, and obtuse. On the other hand, when you understand your 
subject matter, know your audience, and you have a useful and important idea 
you want to convey, the clarity of your writing will inevitably reflect your well- 
thought-out idea. 

The second C is concise. The key here is that concise and brief are not 
synonyms. “Brief” means “short.” If you want to be brief, you simply cut words 
until you reduce the composition to the word count desired. “Concise” means 
telling the complete story in the fewest possible words. In good writing, we 
convey that information in the fewest possible words—no rambling, no 
redundancy, no needless repetition, no using three words when one will do. 

The third C is compelling. It is not enough that the copy is easy to read. It 
must be so interesting, engaging, and informative that the reader cannot put it 
down, or, at minimum, the reader feels compelled to at least skim the document 
to glean the important points. 


Create systems for success for your readers 


Lousy how-to writers write vapid, run-on prose full of puff words. Their pages 
say nothing and fail to mask the fact that, for the most part, they either don’t 
know what they are talking about or, if they do, they cannot articulate it to 
others. 

Mediocre how-to writers at least take the time to Google the topic, read some 
Web pages on it, and put some information into their text. Unfortunately, the 
information is not presented in a coherent fashion, and so it is “what” writing 
rather than “how” writing. 

Good how-to writers not only fill their pages with valuable content, but they 
explain it in such a way that the readers gets valuable tips to improve his skill or 
results. 

Great how-to writers organize the content and tips into a step-by-step system 
that, when followed, allows the reader to begin at the beginning, progress, and 
achieve the objective, whether it’s creating a rock garden or starting a business. 

The more you can present your instructions as a system for getting something 
done, the more valuable your how-to writings will be to your readers. The keys 
to creating a good system are: 


e Clear writing with a helpful, motivating attitude 

e Short, bite-sized, easy-to-digest steps and sections 

e Material organized according to the process the reader wants to master or the 
goal he wants to achieve 

e Well-defined objectives and measurable milestones for each step; e.g., after 
step one, you will have finished X 

e A goal or accomplishment the system leads you to complete. 


Motivating the reader to follow your instructions and achieve her 
goal 


At the lowest levels of the craft, how-to writing merely conveys information. At 
higher levels, it teaches you a body of knowledge, a skill, a task, or a process. 
Even better than that, great how-to writing motivates the reader to learn the 
material. 

Here is the lead of a manual on how to operate a workstation for controlling 
processes in plants. It is accurate but stuffy and unexciting: 


Module 1: Overview 


The Operator’s Workstation acts as the interface between the Operator and 
the processes being monitored and controlled. It allows the Operator to 
perform his or her duties in an efficient manner. 


We changed it to: 
Module 1: Getting to Know Your Workstation 


Your job is to monitor and control processes in your plant. Your operator’s 
workstation can help you do that job better and faster. 


I submit that the rewrite is better because it contains a benefit—a reason why 
the reader should make the effort to read and master the material. Remember, if 
your reader doesn’t read and apply your how-to writing, it has done him little 
good. The most satisfied customers are not those who simply enjoyed the book, 
but those who followed the advice and got the results they desired. 


Avoid content overload 


Avoid what I call “content overload” or the “Google syndrome”: cramming as 
much information as you can find on Google into the manuscript as space 
allows. 

In the pre-Internet days, the challenge for the nonfiction writer was finding 
enough information to fill a book, manual, or report. 

In the Internet era, we have the opposite problem. We are overwhelmed with 
the amount of information we find on our topic. The inexperienced writer feels 
compelled to cram everything he finds into his manuscript. The result is an 
unappealing mass of wordy and pointless prose. 

To write nonfiction well in the Internet age, the key is selectivity. In each 
section of your document, have points you want to make and ideas or techniques 
you want to teach. Include only those facts that help prove, illustrate, or support 
your points. Omit everything else. Expect to research and find at least twice as 
much research material as you can use. 

Don’t fall in love with your research materials. Know when not to use 
something and don’t be afraid to throw it away. Actually, you don’t have to 
throw it away. You can keep it in a file for the project. Just know what to include 
in the actual writing and what to omit. 


Why you should minimize hyperlinks, cross references, and 
content appendices 


Some authors load their e-books with hyperlinks to web sites, sales pages for 
other e-books on related topics, or resources that discuss a topic in more detail 
than is covered in the book. 

This is fine, but don’t overdo it. Your book or manual should be clear, simple, 
and complete on its own. If the reader has to click a link in every sentence to 
read something else, she will become annoyed and dissatisfied. 

Some how-to authors love to add long appendices to their how-to books, 
loaded with resources and references to obtain additional content on the topic. 
Appendices listing resources add value to the book, but resist the temptation to 
pad your manuscript with these. Your book should be sufficiently meaty and 
thorough even with these appendices taken away. 

Avoid unnecessary links for topics the reader either knows or can easily find 
on his own. It is unnecessary, for example, to hyperlink the word “Mars” to the 
Wikipedia article on Mars when writing a piece about space exploration. 

Too many writers are overly concerned about selling and cross-promoting 
their other works in whatever book they are writing at present. Their concern 
clearly is to make additional sales, and not to service the reader, and it certainly 
comes across that way. 

I am annoyed when I hire a writer to do a book for my online publishing 
company and the first question he asks me is whether he can include links for 
products he sells (his own as well as others he sells as an affiliate). That tells me 
he is focused on his commission checks and not on the book he is writing or the 
reader he is writing it for. 

You can reference your other works in your current writing project, but do so 
sparingly and only when absolutely necessary. If every other sentence 
recommends another of the author’s books and gives a hyperlink to the book’s 
order page, the reader will quite correctly conclude that what he has bought is 
not education but a thinly veiled sales pitch—exactly what you do not want to 
do. 


How to make sure your how-to books never go out of date 


Here is a simple trick for keeping your book current. Create a companion web 
site to the book or home study course with its own URL. On the title page, add a 
box that says: “This book will never go out of date, because new information is 
continually posted on the companion web site.” Then put in the URL with a 
hyperlink to the site. 

Another way to promise that a book or how-to product will never go out of 
date is to publish a free e-newsletter on that topic. Include a free subscription to 
the newsletter with the purchase price, and let the readers know the newsletter 
brings them the latest information on the topic in a timely manner. 


Quick start guides 


Not all, but many of my e-books describe processes. Whenever possible, I 
organize the contents according to the steps in the process. Each chapter or 
section covers a step, and they are numbered in sequence. 

Readers of how-to information like to feel they have learned something 
valuable within the first few minutes of reading. One way to fulfill this desire is 
to present a short, practical tip early in the book, often as a boxed sidebar. 

Another is to print a “quick-start guide” at the beginning of the book, after the 
front cover and copyright page, and before the main text starts. The quick-start 
guide simply indicates the steps of the process in numbered order, with a two- 
sentence summary of each. In my marketing, I sometimes stress the quick-start 
guide as a value-added feature, saying the reader can learn the gist of the process 
in just seven minutes reading time. 


Formats and pricing 


When you are writing your how-to manuscript, keep in mind the format in which 
your manuscript will be published. Will it be a trade paperback? This is a 
paperback book the same size as a hardcover book. “Mass market” paperbacks, 
by comparison, are the smaller paperbacks sold in supermarkets and drugstores. 

The format can affect the length of your manuscript, the tone, and even the 
content. Traditional trade paperback books are often written in a lighter, breezier 
style than, say, textbooks, which are denser and more technical. 

Format dictates price more so than amount of content. For example, a 200- 
page trade paperback contains 70,000 to 80,000 words and sells for around $15 
to $20. By comparison, a 60-minute spoken-word audio CD contains only 7,000 
words or so, but sells for $29 or more. The CD gives you one-tenth the amount 
of information but is double the price. 

Figure 5.1 lists some of the typical information product formats and their price 
ranges. 


Information Product Type 


Audio MP3 downloads 
vs SSC~=~idiT 
Streaming video online 
Membership site 
Tele-seminars (60-90 minutes} 
Above binder + multiple audio CDs and/or DVDs 


Fig. 5.1. Types of Information Products 


Getting Started with Magazine Articles 


The bread and butter for many how-to writers is writing articles for magazines 
and, to a lesser extent, newspapers. Today, the magazine industry is 
experiencing hard times. As advertising in magazines loses ground in popularity 
against online advertising, magazines lose revenue and ad pages, resulting in 
thinner issues with fewer pages for editorial content and smaller budgets for 
buying articles. In addition, an increasing number of magazines are folding their 
print editions and existing only as online publications. As I write this, Gourmet 
magazine announced it was shutting down its print edition after 70 years of 
publication. 

Despite these challenges, there is plenty of opportunity for freelance writers to 
write nonfiction articles for magazines. Many magazines publish how-to articles, 
known in the trade as “service articles.” Bridal magazines, for instance, are filled 
with how-to articles related to all aspects of planning a wedding. Outdoor 
magazines have an endless appetite for well-written how-to pieces on fishing, 
camping, and hunting. 

There are some pros and cons for the freelance how-to writer who wants to 
write for the magazine marketplace. One huge advantage of magazines is that 
the publisher prints and distributes your work to thousands of readers, giving 
you exposure to a wider audience than you might garner on your own. 

In addition, being published in a consumer magazine adds a valuable 
credential to your writer’s bio. My bio always mentions my article in 
Cosmopolitan, which is the biggest magazine I have ever been published in— 
and it impresses potential publishers as well as direct buyers of my writings. 

Pay is a mixed blessing. A few of the bigger consumer magazines pay 
handsomely for freelance articles, while a large number of consumer and 
business magazines pay more modest fees. A top consumer magazine might pay 
$1,000 to $2,000 or more for a major feature article. However, most magazines 
pay in the hundreds of dollars. Small regional and local magazines often pay 
nominal sums or not at all. Trade publications also pay small sums or not at all. 


Keep ownership of your content 


Here is an important tip: When negotiating the sale of your article to the editor, 
specify that they are buying “first rights only.” Type this phrase in the upper left 
comer of page one of the manuscript. 

“First rights” means you are selling the magazine the right to be the first to 
publish your article. You can’t publish it anywhere else until the magazine you 
sold it to runs it first. After that, you are free to publish or use it however you 
please. 

“First rights only” is not a minor point. It’s critical that you maintain all rights 
to everything you write, including articles. Why? Because the articles you write 
for magazines can be used again and again in so many different ways: 


e Post them on your web site 

e Excerpt them for your blog 

e Condense them for your e-zine 

e Compile multiple articles into a special report 

e Expand the article into a book 

e Make reprints and distribute to potential clients. 


Content has value, but writing good articles takes a lot of work. Therefore, 
you waste time and labor by not recycling your articles for multiple uses. I view 
the library of articles I have written as a resource I can dip into again and again, 
whenever I need content for any application, from a sales letter to a web site. 

Recently, I decided I needed to publish a new e-book on one of my core 
topics, copywriting. My customers had been asking for it, and I had neglected 
the task. So I needed to quickly put together a great e-book. 

The answer was in my library of already published articles on copywriting, to 
which I owned all rights. The book has 17 chapters, each on a major copywriting 
principle. When I checked my hard drive, I found that I had written articles on 
every one of those principles. 

Because I maintain all rights to my work, it was a simple matter and an hour 


or so of my time to cut and paste these articles into the appropriate chapters of 
my e-book. My total time invested: less than two hours. And by recycling the 
articles in an e-book, I will be able to continue to sell and profit from the 
material I wrote, rather than letting it languish on my hard drive. 


How to identify your markets 


In magazine writing, your odds of selling an article are extremely low if you 
don’t read the magazine you want to write the article for, have never even seen 
it, and know virtually nothing about it. Yet many freelance writers attempt that 
feat almost all the time. 

When I want to write and publish an article, I usually start with the magazines 
I already either subscribe to or read on a regular or sporadic basis. Reason: I am 
familiar with what they have run recently, so I avoid proposing something they 
just ran. Also, as a regular reader, I know whether they have columns or 
departments that regularly use freelance articles. I am familiar with their style 
and topic preferences. And I know the names of the editors. 

If none of the magazines I know is right for the article I am planning, I turn to 
a directory called Writer’s Market, published by Writer’s Digest Books. 
Available in most major bookstores and published annually, Writer’s Market 
lists thousands of magazines by category. Turn to the category you are interested 
in (e.g., travel, sports), read the descriptions of the publications (types of articles 
they take; whether they use freelancers; word length; pay rates), and pick up the 
latest issue of that particular magazine on the newsstand. If they offer guidelines 
for freelance writers, send for these. 


Writing your query letter 


Once you become familiar with the magazine, write a letter to the editor 
describing the article you would like to write for him or her. This is called a 
“query letter,” because you are querying the editor to see whether he or she 
would like to read the article and publish it. To have an article published in a 
magazine, you do not as a rule write the article and send it off cold to the editor; 
instead, you send a query letter. 

Query letters are sent in a #10 envelope with a self-addressed, stamped 
envelope (SASE) enclosed. The SASE is for the editor’s use in replying to your 
query. 

The query letter we’ll look at here got me an assignment to write a feature 
article for a slick consumer magazine for a four-figure fee. Another query letter 
of mine, which got me an assignment to write a feature article for a business 
magazine, is reprinted in full in the appendix. 

The query letter should be personalized and addressed to the correct editor by 
name, and the name must be spelled correctly. The first two paragraphs should 
catch the editor’s attention, using some device like an interesting statistic, 
fascinating fact, or dramatic story. 

“For a Kiwanis piece on refugee children, I needed a dramatic opening 
showing a traumatized youth’s arrival in his country of refuge,” says Sandra 
Dark. She found a young Congolese refugee in the United Kingdom and began 
her article using his story to personalize the refugee issue. 

The lead of the letter is written pretty much as you would write the lead for 
the article, and so gives the editor a good idea of your style. Here is a query I 
sent to a health magazine that also became the lead of my piece: 


Mr. Steven Florio, Articles Editor 


ABC Magazine 
711 Third Avenue 
New York, NY 10017 


Dear Mr. Florio: 


I was on the telephone with a client when I suddenly became unable to 
speak or take notes with a pen. When these symptoms disappeared after a 
minute or so, I did the stupidest thing I ever did in my life: I ignored them 
and went back to work. 

What I had was a TIA, or Transient Ischemic Attack. A TIA, which is a 
temporary decrease of blood flow to the brain, is a warning sign of an 
impending stroke—and if more men knew about it and recognized it, 
thousands of needless strokes could be prevented. 

After the lead, we describe the article we want to write for the magazine. In 
this letter, I tie in a description of what will be in the article as a continuation of 
the dramatic incident in the lead. 

Notice below that I suggest a length. Check out the magazine and see what 
length typical feature articles are, and based on this and the amount of 
information you have to convey, suggest a length. If the editor wants fewer or 
more words, she will tell you. Today, a common length for magazine features is 
1,200 to 1,500 words, which works out to two pages in the magazine: 


Pd like to write a 1,200-word article for ABC on stroke prevention. 
Tentatively titled “You’re Never Too Young to Be Struck by a Stroke, ”the 
article would outline the 7 warning signs of stroke as identified by the 
American Stroke Council. (They include slurred speech and temporary loss 
of the use of a limb, both of which I had.) 

When you have even one of these symptoms, quick action can prevent a 
full-blown stroke and minimize your chances of long-term damage. Pll 
outline why you should go to the emergency room immediately and the 
actions you and your doctors should take. 


Anyone could write a mediocre article on virtually any topic by doing Google 
research. The editor wants to know that you are going far beyond that. If the 
article is based on experience, say so. Also outline the experts you are going to 
interview when writing the piece: 


In my case, I wasn’t smart enough to go to the ER. Four weeks after my 
TIA, at age 43, I had a full-blown stroke. Friends were shocked I had a 
stroke so young, but one out of four stroke victims is under 65. 


I will share with your readers what Dr. Allen Grossman, my cardiologist, 
and Dr. Phil Desplat, my family doctor, say I could have done to prevent 
this, including their recommendations on diet, exercise, and blood pressure 
and cholesterol monitoring. 


Now, give a capsule bio telling the editor who you are, what your writing or 
expert credentials are (e.g., you are a cardiac surgeon; you wrote a book on the 
topic of the article), and why you are uniquely qualified to write this article for 
their magazine. 


By way of introduction, I am a freelance writer and the author of more 
than 50 books including 101 Ways to Make Every Second Count: Time 
Management Techniques For More Success with Less Stress (Career 
Press). My articles have appeared in Cosmopolitan, Science Books & 
Films, Amtrak Express, and New Jersey Monthly. 


The close is standard. Ask the editor whether she wants the article or not. 
I can have this article on your desk in 3 to 4 weeks. 
Shall I proceed as outlined? 
Sincerely, 


If the editor says yes, she will send you a standard contract for writing the 
article. The contract will specify rights, deadline, fee, and kill fee. These terms 
are negotiable, but if you negotiate too hard, the editor will find another article 
and another writer to publish. Magazine writing is a buyer’s market. 

Although opinions vary, I advise you to query a particular article idea one 
magazine at a time. If you submitted the query to multiple magazines and more 
than one said “yes,” you’d be in the unfortunate position of explaining to at least 
one editor why she can’t have your article after all. If you insist on simultaneous 
submissions, let the editor know the query is a simultaneous submission when 
you send it in. 


“Kill fee” means the editor is not obligated to publish the piece, even 
though they gave you a contract. If the editor does not like the article and 
feels you can’t revise it to her satisfaction, she kills the project and pays a 
fee to you to compensate you for time you put into it. The kill fee is usually 
small—10 to 20 percent of the full fee. But you are free to take the article 


elsewhere and try with another magazine and another editor. 


Tips for writing killer query letters 


“If you can’t write a selling query letter, you can’t write a selling article, or so 
thinks, correctly, the editor to whom you are trying to sell,” says veteran author 
and seminar leader Gordon Burgett. He goes on to say: 


The only articles I ever sold without queries either paid nothing or were 
read by an audience of about seven. To survive by writing, query. 

When you are very famous you can call an editor, give your name, and 
query right then. But 75 percent of the editors still won’t know that you are 
famous or even who you are, so that path usually bruises your ego and gets 
you no farther ahead. 

The rest of us always query when we want somebody else to pay us. 
That’s because paying editors expect to see evidence of our writing first (in 
a query letter), give a go-ahead, write our names down in the “coming 
articles” calendar, receive the manuscript when promised, shriek quietly 
with delight when it arrives and makes sense, pay us on acceptance, print 
the piece, and do it the very same way again and again. 


Don’t expect that, once you are on an editor’s page, you will automatically be 
there again, warns Gordon. Editors will quickly forget about you. So the best 
thing to do is to get in print, then follow up within weeks, or at most months (of 
a sale), with another great idea. That way you improve your chances by at least 
50 percent. The third time you do this the editor will know you and be inclined 
to accept most of what you propose thereafter—or know better. 

Do not telephone editors with query ideas. Usually, you just irk them. The 
best you get is, “Sounds like it might work. Send me the idea in a query letter.” 
Duh. Save the irk and the call. 

Lisa Cool, in How to Write Irresistible Query Letters, has a five-step checklist 
for writing queries similar to my own: 


e Lead. Does the opening paragraph grab the editor’s attention, is it 
appropriate in tone and style, and does it tell what the article will be about? 


e Summary. Are the three key points (or more, but not many more) of the 
piece mentioned? Are the facts and quotes new? Did you mention the 
authorities to be cited or quoted? Is the message and direction of the article 
clear? (In other words, does the editor know what he is buying?) 

e Bio. Do you present the key stuff about you that the editor should know? Did 
you answer the editor’s question, “Why you?” 

e Length. Is the query one single-spaced letter page, presented in at least 11- 
point type so even the blindest editor can see it? 

e Format. Is the letter error-free, clean, and unadorned of lace, perfume, or 
other worrisome signs? Does it follow conventional business letter 
requirements? 


Should you e-mail or snail mail your query? If the e-mail address is given in 
the Writer’s Market, go modern. Otherwise, snail mail works fine. Include your 
e-mail address in the query so the editor can open that door in the response. Also 
include your phone number. 

What is the best buying ratio you can expect from cold queries to editors who 
have never bought from you? According to Burgett, maybe 33 percent at best, 
but 15 percent is a very good ratio. Later, after you’ve sold to an editor, over 50 
percent to that same editor is possible. But if you don’t send queries, your article 
publication rate will be close to zero. 

Magazine writer Carolyn Campbell gives these additional tips for writing 
successful query letters: 


e For maximum sales potential, try to keep queries to one page. Two-page 
queries sell sometimes; three-page queries almost never sell. 

e Remember to include as many elements of the finished article or book as 
possible. After you write a query, send batches of it out to as many potential 
markets as possible. 

e Always include an SASE (self addressed, stamped envelope) the editor can 
use to reply to your query. 


Should you enclose clips with your query letter? 


Query letters may open the door to publications, but your clips (samples of your 
published work) can mean the difference between that door staying open and it 
slamming in your face. And while reams of resources exist for professional and 
aspiring writers, surprisingly few books or articles offer much information on 
presenting your clips properly. 

Here are suggestions on how to use your clips to your best advantage: 


e Send your best work. Never send anything with typos. (Yes, these things do 
get into print.) Once you’ve narrowed it down to your best, go for the most 
recent, as well as those clips that show you can write the kind of story 
you’re proposing (e.g., if you’re querying about a profile, include a profile 
clip). 

e If an editor accepts clips via e-mail, follow submission instructions carefully, 
especially if she requests a certain format. If she asks for clips in an HTML 
file, but you send them as a Word document, your e-mail will likely be 
deleted unread. 

e Always include the name of the publication where your article appeared and 
the run date. If these facts aren’t included on the page with your clip, 
improvise. It’s fine to simply write the name of the publication and the date 
neatly on the top of your clip. 

e Make sure your copies are clear and easy to read and your paper is in first- 
rate condition. It’s a good idea to have a file of clips ready. Keep the file in 
a place where the copies won’t get damp or torn. 

e Send copies of your clips instead of the originals. If an editor does want 
originals, she’ll specifically request “tear sheets” or “hard copies” in the 
writer’s guidelines. 


All of the above can help increase your chances of making a sale. But none of 
the above is required. So, if you are a complete novice, don’t fret. If your article 
idea and query letter are strong enough, it can still sell. 


Quote outside experts 


Many how-to writers write magazine articles only on subjects they know well, 
often subjects they have written about in other articles, columns, booklets, and 
books. 

Let’s say you know your how-to topic cold. Does that mean you’re exempt 
from research? Not at all. 

Even if you are a subject matter expert, editors love quotes from multiple 
expert sources. Most will specify that they want quotes from between two and 
five outside experts in addition to your own opinions and ideas. It’s for this 
reason that writing articles for print magazines is so much more time-consuming 
and less profitable than it need be. 

Your own experience and expertise should also be prominent in the article, 
particularly if you yourself have done what the article teaches. For magazine 
articles, you cannot rely on Google research as heavily as you might for a book. 
Magazine editors prefer primary sources. Tip: Whatever you do, don’t quote 
Wikipedia in your article, because its reliability and accuracy is widely suspect. 


Dealing with revisions 


Whenever you write for an outside client who is paying you a fee, and you are 
not publishing your work yourself, you can expect to be asked to make revisions. 
These maybe minor edits or major rewrites. 

Some writers have an adversarial relationship with editors and carp whenever 
asked to change a word of their copy. This is a sure road to failure. The editor is 
the customer. She has a right to get a product she knows her readers will enjoy. 
It is your job to rewrite the manuscript until she is satisfied. 

Can an editor make unreasonable requests? Yes. It doesn’t happen often. 
However, if you feel the revisions fall outside the scope of the original article as 
described in the query proposal the editor accepted, you can point that out and 
suggest a small additional fee to compensate you for the extra work. 

If you are solely a traditional freelancer, writing articles for magazines, and 
your article is rejected, you can always try to sell it to another publication. Book 
authors can incorporate text from rejected articles into book chapters. 
Information marketers can use articles as sections of e-books or special reports, 
or post them as free content on their web sites to attract search engines queries. 


Writing for trade publications 


Big consumer magazines can be tough for rookies to break into. If you’re 
concentrating on trying to sell your manuscripts to Redbook, Esquire, Reader’s 
Digest, Travel & Leisure, Sports Illustrated, and the other consumer magazines 
with limited luck, you should know about a larger, less competitive, and 
potentially more lucrative “other world” of magazine markets: the trade journals. 

Thousands of business magazines, or trade journals, are eager to hire rookie 
writers—as long as they can fill their pages with relevant, well-written material 
directed at their specialized audiences. (For a complete listing of trade journals, 
see Writer’s Market from Writer’s Digest Books.) 

What stories would a trade editor assign to a freelancer like you? A popular 
format is the case history, where you tell how one company solved a particular 
problem, including what the problem was, the solutions they considered, the 
method or product they chose to solve the problem, how they implemented the 
solution, and the results they achieved. 

Another is the industry roundup, where you might do brief profiles of 
products or companies in a particular area (for example, in a construction 
magazine you might discuss the available types of building insulation). Many 
trade journals run articles on business skills or management topics, such as how 
to be a better leader or reduce stress on the job. 

Pay scales for trade publications are generally lower than for consumer 
publications. However, the editors aren’t as demanding and require fewer 
interviews and rewrites. 

Writing for trade publications is a great way to break into magazines, get a 
byline, hone your skills, and build a folder of published articles. The best place 
to start: Look at the trade journals you get at work. Your familiarity with your 
industry and those publications will give you a better feel for how to speak to the 
magazine’s readers. 

I think you’ll find breaking into these specialized magazines easier than 
breaking into the big-name, general interest publications, too. Be aware that per- 
article pay rates don’t rival Playboy’s or Family Circle’s, but neither does the 


competition among freelancers. 

Since trade journals accept a larger percentage of the articles proposed by 
writers, you may be able to make more money writing for the trades than for 
consumer magazines. Trade magazine editors often rely on “outsiders” for much 
of what goes into the magazine, sometimes as much as 60 percent of the copy. 
Because the trades have smaller staffs and a strong feeling of loyalty to their 
readers, they often welcome new ideas from those familiar with their field. 

I’ve had many pleasant and rewarding experiences writing for the trades. For 
example, an editor at Computer Decisions obtained material from my seminar on 
technical writing. The editor asked me to turn it into a 1,200-word article on how 
to write user’s manuals. Using the material already at hand, I wrote the piece and 
had it in the mail in under an hour. A week later, I received the magazine’s 
check for $750. 

Before you attempt to make your own profits in this market, it’s essential to 
understand just what these magazines are about. Trade magazines serve the 
needs of a special interest market: accountants, actuaries, barbers, florists, 
pharmacists. The trade journal exists to help these specialists do their job better 
and run their business more profitably. 

Trade journals exist in just about every field. Whether you’re interested in 
aviation (Aviation Daily, Aviation Engineering & Maintenance), fertilizer 
(Fertilizer Progress, Farm Chemicals), or turkeys (Turkey World), there’s 
usually at least one appropriate magazine for you to approach. 

Trade journals exist to keep professionals up-to-date on developments, 
conferences, trends, and practices in their field. Readers need the information the 
journals provide to help them do their jobs better. 

As a result, trade articles are practical and specific, and depending on the 
magazine, can be in-depth or technical. All provide straightforward coverage of 
a specific industry. 

Unlike their consumer cousins, these magazines don’t strive to be flashy or 
singularly entertaining. They look different, too, being generally less slick than 
the mass-market magazines. Visuals are used to communicate information, not 
to add glitz or lure readers. 

Your first step in writing for the trades is to decide which journals interest 
you, and which match your background and writing capabilities. You don’t need 
industry experience or an engineering degree to write about most subjects 
covered by the trades, but you will have to know how to research and interview. 

Take me as an example. I have a bachelor’s degree in chemical engineering. 
But I find that my background doesn’t affect my ability to turn out clear, 
comprehensible trade articles on a wide variety of topics. My wife Amy has 


written about such diverse subjects as meat packing, printing, health insurance, 
Strategic planning, prefabricated metal buildings, and public relations. I’ve 
published numerous articles outside my chemical engineering specialty, 
including pieces on semiconductors, aerospace, defense, and computer software. 

Since more than 6,000 trade journals are published, you must zero in on the 
publications that are appropriate markets for you. 

First, make a list of subjects you’re interested in writing about. Then, search 
Bacon’s Publicity Checker, the Business Publications edition of SRDS (Standard 
Rate and Data Service), or Writer’s Market for listings of trade journals that 
cover these topics. (These books are available at your local library.) Bacon’s and 
SRDS contain the most listings, but Writer’s Market provides a more detailed 
description of each journal’s editorial requirements. 

From that list, request sample copies of trade magazines that relate to the 
subjects you listed. In studying these issues, see what kinds of stories the editor 
uses and note their degree of technical difficulty. 

Determine whether these pieces are written by staff writers, outside technical 
experts, or freelance writers. (Check article bylines against the masthead’s list of 
staff writers or read the author bios printed with articles.) Most trade editors 
combine work from staff writers and from freelancers. 

If every contributed article carries the byline of a chemist or an engineer and 
you are neither, querying the editor is probably a waste of time. Likewise, if the 
material seems hopelessly technical to you. On the other hand, if you have an 
interest in, say, computers, but terms like “asynchronous” and “ASCII” are 
unfamiliar to you, a dictionary of computer jargon might be all you need to write 
an acceptable article. 


Your First Nonfiction Book 


For decades, nonfiction books have been a primary writing format for how-to 
writers, and they continue to be one today. In 2007, nonfiction book sales 
generated $24.96 billion in revenues, up 3.2 percent from the previous year 
(source: www.publishers.org). Even with the rise of online and electronic media, 
becoming a nonfiction book author—specifically of a paperback or hardcover 
book—is the quickest way to build your reputation as a guru in your industry 
and significantly increase your writing income. 


Becoming a published book author 


Let me share with you an opinion based on personal experience: Few events in a 
writer’s life are as thrilling as the day your first book is published. 

Imagine that you’ve completed your manuscript, had it accepted by the 
publisher, and publication is scheduled for this month. Your editor has promised 
you an advance copy, and you’ve been eagerly checking the mail each day. 

Finally, it arrives. You tear open the envelope, and you hold in your hands a 
beautifully printed, 200-page hardcover or paperback book. It takes your breath 
away: The colorful cover shows the title and the author’s name. And the author 
is—you! 

Soon, the book shows up in bookstores and at the library. The local 
newspapers call to interview you. You are featured as a guest on radio 
shows...perhaps even on cable or network TV. Book reviewers write glowing 
reviews, which are published in your favorite magazines. Royalty checks from 
the publisher begin to pour in, and the publisher asks, with eagerness and 
enthusiasm, “When will you be sending us your next book?” 

Sound impossible? Not at all. In fact, by following a series of eight simple— 
but essential—steps, you can sell your nonfiction book idea to a major 
publishing house, get a $5,000 to $25,000 advance, and become a published 
author. 

“Your book will bring both credibility and a new profit center,” says Dan 
Poynter, author of The Self Publishing Manual. This chapter presents my proven 
formula for writing and selling nonfiction books to major New York publishing 
houses. 

Is there one single method for writing and selling nonfiction, one magic 
formula? No. Each author has a slightly different approach. You will use what 
works for you. That may be my formula, a variation of it, another author’s 
approach, your own approach, or a combination of these. 

What follows is a tested eight-step method that has been proven to work for 
me and other authors who have tried it. It’s one way to sell a nonfiction book to 
a publisher...and I know for a fact it works. The proof? I have gone through this 


process personally more than 80 times, and I have sold 80 books (75 published 
and five more under contract) as a result. 


8 steps to getting your book published 


My method of writing and selling nonfiction books gives you several advantages 
when you use it to sell your how-to book to a publishing house. 

First, it saves you an enormous amount of time and effort. In my selling 
method, you sell the book to the publisher first, on the strength of a well-crafted 
proposal, and then write it only after you have a signed contract and advance 
payment in hand. Doesn’t that make good business sense for the author? 

Many authors write the entire book first, then go out and try to find a 
publisher. This is a mistake, in my opinion, for two reasons: a) it requires an 
enormous investment of time and work in an idea that may never sell, and b) for 
nonfiction, most publishers actually prefer to see a proposal rather than a 
completed manuscript (because it saves reading time), so handing in a completed 
book may actually reduce your chances for a sale! 

The second advantage to my method is that it’s proven to work. I use it on 
every project and, as I’ve said, I have sold dozens of books to publishing houses 
over the past 14 years. All of my proposals follow the same formula. If you want 
to learn how to do something, find someone who is doing it successfully, study 
their method, and model your own efforts after it. You’ll get the results you 
want. 

Third, my success rate is very high. Of the book ideas I have taken to “full 
proposal,” I have sold approximately 90 percent of them. Only a handful did not 
sell, and I predict that eventually I will be able to sell one or two of those, based 
on current interest from publishers. 

Fourth, my method is logical, simple, and easy-to-follow. “You break 
everything into a series of easy steps,” said an attendee at one of my book 
publishing seminars recently. “That makes the whole process far less 
intimidating.” 


Taking the first step 


To many of us, the idea of writing a book may indeed seem a bit daunting. 
Breaking it up into a series of eight steps using my process makes it less so. You 
will have an easier time if you stop focusing on “writing a book” and instead 
focus on the immediate step of the process in front of you, whether it’s 
researching your topic, generating ideas, creating the book’s table of contents, or 
even writing up your bio. These smaller tasks seem less intimidating, more 
doable, and the completion of each one brings you one step closer to your 
ultimate goal. 

By the way, this concept of breaking a large task into small, manageable steps 
is useful in virtually every type of writing. When I am writing a book, I break it 
up into chapters, and then further divide each chapter into subtopics. This way, 
instead of facing the daunting task of writing one big, 200-page book, I simply 
have to write 100 two-page mini-essays on the 100 subtopics in my chapter 
outline. That’s easy! 

Here, then, are the eight steps to getting your book published: 


Step 1: Come Up With a Good Idea for Your Book 


If you already have a good idea, move on to Step 2. If not, use the mind map 
technique in Chapter 3 to brainstorm ideas for information products, including 
reports, e-classes, tele-seminars, and of course books. 

Some first-time authors are intimidated by this step. They feel they lack the 
creativity to come up with good ideas. My experience is that all of us are capable 
of coming up with good ideas, including ideas for books. The hard work is not 
coming up with the idea; it’s writing the book. 

Isaac Asimov, the prolific science and science fiction author, said that he 
would frequently get calls from readers who had ideas for science fiction stories. 
Their proposal to him was that they would supply the idea, he would write the 
story, and they would split the profits 50-50. 

“I have a better idea,” Asimov always told these callers. “Pll give you an idea 
for a story, you write it, and when it’s published, you send me 50 percent of the 
profit.” 

No one ever took him up on his offer. 


Step 2: Evaluate Your Book Idea 


There are many ideas and titles that sound good, but once evaluated with a 
critical eye, must be rejected because they are not commercially viable and 
would not appeal to a publisher. 

When I ask potential authors why they think a publisher would want to 
publish their book, and why a reader would want to buy and read it, a lot of them 
answer, “Because it’s a good book” or “The subject is important.” 

In today’s marketplace, that’s not enough. People read either for information 
or entertainment. Your book has to entertain or inform them. A book that does 
neither is going to be extremely difficult to sell. 

Remember, your book competes for the reader’s time and money, not just 
with other books on the same topic, but with movies, iTunes, magazines, video 
games, and TV. Unless your book delivers more entertainment or valuable 
content than these other media, it will be passed over by consumers in favor of 
those other options. 


Step 3: Create the Content Outline 


Once you decide on a topic for your book, I recommend that you develop a 
content outline. A content outline is similar to the table of contents you find in 
any nonfiction book in the library or bookstore, except it’s more detailed and 
fleshed out. 

Developing the content outline has several purposes. First, it helps you 
determine whether you can produce enough text on the subject to fill a book. 
Second, it is perhaps the single most powerful tool for convincing publishers that 
your book idea has merit. Third, it will save you an enormous amount of time 
when you sit down to write your book proposal and the book itself. 

I always make my content outlines detailed rather than sketchy. I am 
convinced this is important in selling the book to a publisher. Chapter 4 shows 
you different ways to create and organize outlines for books, reports, and other 
content. These include the index card method and mind maps. 


Step 4: Write Your Book Proposal 


The book proposal is often the most mysterious part of the book publishing 
process, especially to beginners. The reason: You know what books look like, 
because you’ve seen hundreds of them. But chances are, you don’t know what a 
book proposal looks or sounds like, because you have never seen one. For more 
information on writing book proposals, visit www.modelbookproposals.com. 
Also read the section on proposal writing later in this chapter. 


Step 5: Get an Agent 


Although it’s possible to sell directly to the publishers, I recommend you get a 
literary agent. Many publishers, and virtually all of the large ones, will not even 
consider your book proposal unless you are represented by an agent, more about 
which in a minute. 


Step 6: Send Your Proposal to Publishers and Get an Offer 


If you have an agent, the agent will send your proposal to book publishers in an 
attempt to get an offer. If you choose to go without an agent, you can send a 
short letter to publishers asking if they’d be willing to look at your book 
proposal. Or, you may just send the proposal along with a cover letter. It’s up to 
you, and both ways can work. 


Step 7: Negotiate Your Contract 


If you have an agent, the agent negotiates the contract on your behalf, with your 
input and approval; if you don’t have an agent, you handle the negotiations 
yourself. Even if you sell the book without an agent, once you have an offer, you 
may want to find an agent to represent you. Negotiating book contracts is 
complex and unfamiliar territory to first-time authors, and it is often well worth 
paying an agent a 15 percent commission on advance and royalties to negotiate it 
for you. 

The main contract clauses are the advance and the royalty. An advance for a 
nonfiction book from a first-time author is typically low, ranging from $5,000 to 
$15,000, though they can go much higher. Royalties average 8 percent for 
paperbacks and 10 to 15 percent for hardcover books. Some publishers base 
royalties on gross revenues but most base them on net revenues. 

Make sure your book contract contains a clause that says if the book goes out 
of print, the rights revert to you, the author. In addition, the contract should also 
stipulate that when the book goes out of print, the author is given first right of 
refusal on purchasing the remainders (unsold copies) at either the best prevailing 
market rate or at cost plus a dollar. 


Step 8: Write and Deliver the Manuscript 


The publisher will typically give you six to nine months to write and deliver 
your manuscript. Create and stick to a writing schedule that enables you to meet 
that deadline. 

Let’s say the deadline is nine months from today. That’s 36 weeks. If the book 
has 12 chapters, you should write a chapter every three weeks. Stick with this 
schedule. It’s tempting to put off working on the book because the deadline 
seems so far away and you have other, more pressing deadlines. But before you 
know it, the deadline will be looming, and there is nothing worse than having a 
book deadline a month away with many chapters still unfinished. 

I actually like to set my schedule so that I will finish one month before the 
deadline date, though it’s not always possible. That gives me an extra four weeks 
to polish and proofread the manuscript so it is as finished as can be. 

Some authors don’t agonize over proofing and rewriting, and they figure the 
editor is going to change what they write anyway. I prefer to hand in a book 
manuscript that’s as clean as possible, and I know my editors like it that way. 
Many other writers do the same. “I still feel that it’s a writer’s job to get 
everything right, from the spelling of words to the name of the capital of 
Albania,” writes Robert Silverberg in Asimov’s Science Fiction, Thirtieth 
Anniversary Issue. E. B. White rewrote Charlotte’s Web nine times before 
handing in the manuscript to his editor. 


Your 5 book publishing options 


There are a number of different options for publishing your book today. The one 
we have been discussing, and that is the focus of this chapter, is selling your 
book to a publishing house. This can be a major, big-name publisher such as 
McGraw-Hill or John Wiley & Sons, or a small press such as Quill Driver 
Books; I have sold books to all three companies. 

The big-name publishers ostensibly carry more prestige and they certainly pay 
larger (though usually far from lavish) advances. You usually cannot sell to them 
unless you have a literary agent representing you. Since they publish many 
books per season, marketing and PR for your book is likely to be perfunctory. 

Small presses will look at books submitted directly by the author and do not 
require you to have a literary agent. In fact, some prefer that an agent not be 
involved. Their advances are usually nominal. However, since they publish 
fewer books than the big presses, each subsequently receives more editorial, 
marketing, and PR attention. 

For self-publishing a hardcover or paperback book, the options are to use a 
short-run book printer or a print-on-demand (POD) publisher. The POD has a 
higher manufacturing cost per unit but requires no minimum print run; you can 
run off the books one at a time as they are ordered, eliminating the need to shell 
out thousands of dollars for a first-run printing of a book that you don’t know 
you can sell. 

Once you see that orders are coming in, you can lower cost per unit by going 
to a short-run book printer, though the minimum print run is likely to be at least 
500 to 1,000 copies. And you will need to arrange storage either in your house or 
at a fulfillment house, which will charge a monthly warehousing fee. 

Finally, your book does not have to be published as a physical book at all. 
You can self-publish it electronically as an e-book, the most popular format for 
which is a downloadable PDF file. For the self-publisher, the advantages of an e- 
book include no printing or binding costs, no inventory to store, and no shipping 
or fulfillment costs. 


Publishing Author's | Speed of | Cost Per Copy | Distribution 
Option Prestige | Advance | Publication | to Author to Bookstores 
Large publish- 50% of 

ing house cover price” 

Small publish- 50% of 

ing house cover price” 


Self-published, 
short run book 
printer $1-$3 


—— 
Zero applicable 


“When purchased directly from publisher 


Table 7.1. Book Publishing Options (1 = weak, 5 = strong) 


Why every how-to author should write at least one book 


No matter what your goal as a how-to author, I recommend you write at least 
one nonfiction book for a traditional publishing house. Why is this so? To begin 
with, you want to establish your reputation as a recognized expert in your field 
or topic. The prestige of having written a book for a “real” publishing house, 
large or small, does this faster and more effectively than self-publishing the 
book. 

Second, writing the book and having it published gives you a product to sell 
and a source of revenue from advances and royalties. 

Third, when magazine editors see you are the author of a book on topic X, 
they will be more likely to hire you to write articles or even a column on topic X. 

Fourth, make sure your book contract specifies that when your book goes out 
of print, you can buy the remainders at low cost. Often, you can make more 
money selling the remainders of your book than you would when the book is still 
in print and earning you an 8 to 10 percent royalty on the cover price per copy. 

Fifth, your book contract should also specify that when your book goes out of 
print, the rights revert to you. So when the publisher puts the book out of print, 
you can either sell it to another publisher, or you can republish it as an e-book, 
which you sell for a profit margin of close to 100 percent. 


Coming up with the right idea for your first book 


As a how-to writer, your first nonfiction book will naturally cover your core 
subject matter or niche. But what aspects of this topic will the book be about? 

An obvious but often overlooked source of book ideas is your job. Thousands 
of excellent books have been written by authors about a skill, expertise, or career 
experience gained on the job. 

This is how I came to write my first book, Technical Writing: Structure, 
Standards, and Style. My first job after graduating college was as a technical 
writer for Westinghouse Electric Corporation in Baltimore. 

After several months writing technical materials, I began to feel the need for a 
writing guide to assist technical writers with matters of style, usage, punctuation, 
and grammar (for example, does one write “1/4” or “0.25” or “one-fourth” in 
technical documents?). Being book-minded, I went to the bookstores and found 
nothing appropriate. 

My idea was to do a style guide for technical writers modeled after the best- 
selling general writing style guide, The Elements of Style, by Strunk and White. I 
wrote a content outline and book proposal, and I began to pursue agents and 
publishers. 

In my case, I was extremely lucky: The first agent who saw my technical 
writing proposal agreed to represent the book, and within three weeks he sold it 
to the first publisher to look at it, McGraw-Hill. The advance was $8,500—not 
bad for a first-time author in 1981 for a short (100-page) book. More than a 
quarter of a century later, the book is still in print (with another publisher, Alyn 
& Bacon) and still earning me royalties. 

Not every book since has sold so quickly and easily. But subsequently, I have 
written a number of books based on skills and experiences gained in various 
careers and jobs. 

Do you hold a highly desirable position or do you work in a glamorous 
industry? If so, you can write a book telling others how to get into your line of 
work. 

Have you developed specific and valuable skills such as computer skills, 


selling, marketing, finance, negotiating, or programming—skills that others need 
to master? There’s a need for a book telling them how to do it. 

Another way to come up with ideas and content for books is by teaching. 
There are many opportunities for you to design and teach courses to other 
people: at work or at adult education evening classes at the local high school, 
community colleges, association meetings, and even university level. 

If you get the opportunity to teach a course, keep in mind that the topic and 
content outline you develop for the course may have appeal to a publisher as the 
outline for a potential book on the same subject. 

Example: A private seminar company offering low-cost public seminars in 
New York City asked me to do an evening program in marketing and promotion 
for small business. The pay was lousy, but I accepted. A year or so later, I took 
the course title and outline, turned it into a book proposal, and sold my second 
book, How to Promote Your Own Business, to New American Library, a large 
Manhattan publishing house. 

If you want to write nonfiction books, there are two advantages to teaching a 
class or seminar. First, in developing and teaching the course, you will 
simultaneously be doing most of the legwork necessary to produce a book on the 
subject. Therefore, once you’ve given the course, transforming it into a book is a 
relatively quick and easy next step (or at least quicker and easier than doing a 
book from scratch). 

Second, teaching the course positions you as an expert in the subject, making 
you more attractive to book publishers. They figure that anyone who can give a 
course on the topic must have a substantial amount of information and expertise 
to share. If you taught the course at a prestigious, well-known institution, that 
further boosts your credibility. 


Why you should not worry about having your book idea being 
stolen 


There are three reasons why you shouldn’t be overly concerned about 
copyrighting your manuscript if you want to sell it to a commercial publishing 
house. 

First, if the publishing firm publishes your book, it will copyright it for you in 
your name. 

Second, publishers are not interested in stealing your work. I don’t have the 
space to go into all the reasons why this is so, but it is. So, as an author with 75 
published books, I will ask you to trust me on this point. 

Third, obsessive concern with copyright and theft of your material marks you 
to publishers as an amateur they don’t want to do business with. Professional 
authors know that the publisher is not out to rip us off, and we do not decorate 
our manuscripts with copyright notices and warnings. To do so is a turnoff to 
potential publishers. 

Self-publishing the work is a different story. If you are self-publishing your 
book, then it is up to you to register the copyright with the U.S. Copyright Office 
in Washington, D.C. A sample of the form you need, Copyright Form TC, is 
included in the appendix. Go to www.copyright.org for full instructions on its 
usage. Also, place a copyright notice toward the front of the printed book on a 
copyright page, similar to the one in this book. 


Writing a winning book proposal 


As for structuring your book proposal, make sure it contains the following 
sections: 

e A title page. The book’s title and the name of the author are centered in the 
middle of the page. In the upper left corner, type “Book Proposal.” In the 
bottom right, type your name, address and phone number (or, if you have 
one, your agent’s name and phone number). 

e Overview. Summarize what your book is about: the topic, who will read it, 
why it’s important or interesting to your intended audience, and what makes 
your book different from others in the field. 

e Format. Specify approximate word length, number of chapters, types of 
illustrations or graphics to be included, and any unique organizational 
schemes or formats (for example, is your book divided into major sections, 
or do you use sidebars?). 

e Markets. Tell the editor who will buy your book, how many of these people 
exist, and why they need it or will want to read it. Use statistics to 
dramatize the size of the market. For example, if your book is about 
infertility, mention that one in six couples in the United States is infertile. 

e Promotion. Is your book a natural for talk radio or Oprah (be realistic)? Can 
it be promoted through seminars or speeches to associations and clubs? 
Give the publisher some of your ideas on how the book can be marketed. 
Do you have a web site, blog, or e-newsletter that you can use to promote 
the book? That’s something publishers look for. (Note: Phrase these as 
suggestions, not demands. The publisher will be interested in your ideas but 
probably won’t use most of them.) 

e Competition. List books that compare with yours. Include the title, author, 
publisher, year of publication, number of pages, price, and format 
(hardcover, trade paperback, or mass market paperback). Describe each 
book briefly, pointing out weaknesses and areas in which your book is 
different and superior. 

e Authors bio. A brief biography listing your writing credentials (books and 


articles published), qualifications to write about the book’s topic (for 
instance, for a book on popular psychology, it helps if you’re a therapist), 
and your media experience (previous appearances on TV and radio). 

e Table of contents/outline. A chapter-by-chapter outline showing the contents 
of your proposed book. Many editors tell me that a detailed, well-thought- 
out table of contents in a proposal helps sway them in favor of a book. 


Finding and working with a literary agent 


Most editors today will not read your material unless it is submitted by an agent. 
Agents act as “screening devices” for editors. Although representation by an 
agent does not guarantee a sale (far from it), editors at least take the submission 
of your proposal seriously. The editor’s logic in doing so is that if the agent 
thinks the book is good enough to represent, it is at least worth taking a look at. 

As a rule of thumb, the larger the publishing house, the more vital it is to have 
an agent. The smaller the publishing house, the more likely it is to look at 
unsolicited proposals not represented by an agent. University presses can also be 
approached directly by potential authors without the benefit of an agent. 

Another area where agents help is in negotiating favorable book contracts for 
authors. A book contract has dozens of clauses in fine print, each of which is 
negotiable and can greatly affect your total income from the book. 

The basic function of an agent is sales. A good agent is one who is able to sell 
your writing and get you the best deal in terms of advance, royalty, publisher, 
promotional budget, and quality of editor. 

The best place to start looking for an agent is with your own personal 
contacts. If you don’t know someone who has published a book, chances are a 
friend of a friend, or a relative of a friend, may know someone. Ask that author 
for a referral. Does he have an agent he can recommend to you? Does he have 
any suggestions on which agents to contact? 

Go to a bookstore or library and look at recent books on topics similar to the 
book you want to write. Now, read the acknowledgments at the beginning of the 
book. Many authors will thank their literary agents by name in the 
acknowledgments. Write down the names of these agents, look them up in a 
directory such as Literary Marketplace, and contact them. 

This technique of looking for agents in book acknowledgments works well, 
because agents, like other people, have their own particular interests, and an 
agent will be more receptive to your idea if it fits in with the type of books she 
likes to work with. 

Send the agent a brief letter of introduction. Explain where you got their 


name, who you are, and briefly describe the type of book you want to write. If 
you have writing credentials or are an established expert in the subject matter of 
your proposed book, say so. 

An agent collects a percentage of all advances, royalties, and other income 
(e.g., sale of serial rights, movie rights, etc.) generated by your book. Typically, 
this ranges from 10 to 15 percent. 


Book marketing and promotion 


Ostensibly, your publisher handles marketing and publicity for your book. But in 
reality, a publisher will do little of either. The reason is simple economics: Your 
book competes for the publisher’s limited promotional budget and staff 
resources with all the other titles it publishes that season. Therefore, authors are 
expected to take charge of marketing for their own book. 

Here is where the self-published author has the advantage. It takes just as 
much effort and money to market a self-published book as it does a traditionally 
published book. But when you self-publish, you get a better return on investment 
from your book-marketing activities, since you earn more money per book sold. 

What’s the most effective promotion you can do for your book? I recommend 
you publish an e-newsletter for readers in your niche about your topic and 
distribute it free, as I outline in Chapter 10. 

By giving away valuable free content, you can get many thousands of readers 
to subscribe to your online newsletter. When you publish your book, promote it 
to your online subscribers as well as through other people’s online newsletters 
that reach the same audience demographic. 

By coordinating this promotion with your peers who also have large e-lists, 
you can sell hundreds or even thousands of extra copies of your book. Send e- 
mails to these lists promoting the book. Offer an incentive, such as a collection 
of free bonus reports, to readers who order the book on Amazon on a specific 
date. This can help lift your book up to a top spot on the Amazon bestseller list. 
For more information on doing an Amazon bestseller marketing campaign 


online, visit: www.myamazonbestseller.com. 


The file folder method for writing your book 


I use the “file folder method” for organizing and writing my books. Here’s 
how it works. 

Create one or more hanging files for the book. Within those files, place 
one manila file folder for each chapter (see Fig. 7.2). Print the description 


of each chapter from your book outline and paste it to the front of the folder 
for that chapter. 

As you go throughout your day, you will come across material that can 
be used in the book. Clip or print this material, note the source on the clip 
or printout, and drop it into the appropriate folder. Then, when it’s time to 
sit down and write the book, you pull out the folder and have plenty of great 
research material for each chapter on hand, eliminating the need to do 
frantic research to find enough content to fill the book. 


Print 


Fig. 7.2. The file folder method 


Make an Online Fortune Selling E-Books 


Are e-books profitable? For me, yes. And many writers and info marketers I 
know say the same thing. According to the Association of American Publishers, 
the U.S. e-book market was $170 million in 2009 and growing fast. 

Although I have written and published over 70 books with traditional 
publishers, I make a six-figure annual income writing and publishing e-books, 
not regular books. I really do believe that for the writer or information marketer 
who wants to publish and sell his own work, there is no better format than e- 
books. Read on to learn why. 


E-book formats: Kindle, PDF, others 


Yes, there is Amazon’s Kindle e-book reader, the Apple iPad, and a few other 
brands. But when information marketers talk about e-books, they are generally 
referring to a document that is a downloadable Portable Document Format 
(PDF) file. 

Why are e-books published as PDF files? For several reasons. With Adobe’s 
free Acrobat Reader, virtually anyone with a PC can open and read PDF files, 
though you will occasionally run across someone who doesn’t know how to do 
it. But buyers who can’t handle PDF files are so rare nowadays that it’s not 
worth worrying about. 

The PDF format allows you to circulate an electronic document with a look 
and page layout similar to an actual book, rather than looking like another text or 
Microsoft Word file. In addition, the PDF file can be locked by you, its creator. 
This prevents people from altering or copying your e-book without your 
permission. 


What makes e-books special? 


“Effective e-books are single-problem oriented, with step-by-step, current, 
applicable solutions that justify the higher price,’ says Gordon Burgett, the 
author of dozens of books and e-books. 

E-book marketers are “micro publishers,” meaning they produce e-books 
addressing problems that are too highly specialized or narrow for which a 
traditional publisher would publish a conventional book. 

For instance, one of my core topics is copywriting, and a mainstream 
publishing house, Henry Holt & Co., publishes my book on the subject, The 
Copywriter’s Handbook. But copywriting is as narrow as they will go within this 
topic. I also publish a book of business forms for freelance copywriters, The 
Copywriter’s Toolkit, but this is a highly specialized topic with a limited 
audience: freelance copywriters. Therefore, I publish it myself as an e-book. 

The simplest of information products to develop is the e-book. And, it is as 
close to a “perfect product” for Internet marketers as you can get. E-books 
typically vary in length from twenty to a hundred pages (though some are 
longer), and the price ranges from $19 to $79. Exceptions? Of course. 

The topics for e-books are almost limitless, and thousands are published every 
year. You can write one about anything, but the best-selling e-books are usually 
oriented toward being instructional, informational, and full of how-to content. 

You know something that interests other people, and you can publish and sell 
an e-book sharing your knowledge for profit and fun. 

An e-book costs nothing to print because it is an electronic file. That also 
means that your e-book takes no room to store. You don’t make any copies; an 
auto-responder delivers the e-book as a PDF file automatically to your buyers. 
There is no inventory, no hard copy, no printing and handling. The buyer can 
read it on the screen or print a hard copy, but that does not concern you, since 
you are not the one doing the printing. 

Delivering your e-book to a customer is as simple and easy as attaching a file 
to an e-mail. It can be even easier, as we’ll explore later in the book, when you 
automate the purchase and delivery process using “auto-responder” and 


shopping cart software. 

Zero printing costs, zero storage costs, and very low overhead costs give the 
e-book a virtually 100 percent profit margin. The e-book is also easy to update, 
since it is a computer file and not a printed document. 

Some disadvantages of the e-book are that your customer has to use his own 
paper and ink (or toner) to print a copy, and that the e-book will be printed on 
loose, unbound pages. This makes it a little less convenient for the reader, and it 
makes an e-book less physically appealing than a traditional book. Self- 
publishing your writings as e-books is also not likely to bring you a lot of 
prestige, and book reviewers and the media almost always ignore e-books. 

By following the 21-step process presented in this chapter, you can create 
your own e-book, develop a web site to promote it, and start getting orders for 
your first e-book within months or even weeks. These 21 steps can lead you to 
the marketing of your very first e-book, and to the beginnings of your own 
information marketing empire. 


21 steps to writing and publishing your first e-book 


Here’s the step-by-step process I have used to create dozens of highly profitable 
e-books, which together generate literally hundreds of thousands of dollars of 
income online for me every year: 


1. 


Choose your topic. Choose a topic that is specific and targeted to your niche 
market. Your first e-book lays the foundation for an entire line of 
information products related to the topic of that first book. Use your very 
first e-book to establish yourself as an authority in your subject area. 

For instance, one of my core markets is freelance writers. For my first e- 
book, I collected columns I had written on freelance writing for Writer’s 
Digest magazine. The advantage was that the material had already been 
written and I owned the rights. I titled the book Write and Grow Rich, so 
that it would appeal to the maximum number of prospects in my core 
market; what writer doesn’t want to make more money? 


. Use keyword discovery to make sure there is a market for your e-book 


online. Be sure your topic is one people are searching for online. Use 
keyword discovery tools such as www.workdtracker.com (see Chapter 2) to 
learn how often, and which keywords, people are searching to find 
information on your topic. 


. Create an outline. Everyone needs a road map. The outline is your road 


map for completing this e-book and can serve as a template for future 
efforts. Effective methods of organizing how-to and reference books 
include alphabetical order, process steps, and Q&A. We covered how to 
create content outlines in Chapter 4. 


. Research your topic. Be organized when doing research. Use your outline 


to set up a separate file folder for each chapter. Store everything relating to 
your topic in the appropriate chapter file. Visit the library, surf the Web, 
and comb bookstores for information related to your e-book. You might 
even consider interviewing experts to build on your own knowledge and the 
information you gather. 


5. . Write your e-book. You can write the e-book yourself or hire a freelancer 


to write it for you. A fast and efficient way to create e-books you can sell 
profitably online is to assemble them from content you have already 
written, such as articles, blog entries, and newsletters. 

In my information marketing business, I use a variety of means to get my 
e-book written. Some are assembled from articles and columns I have 
published and own the rights to. Others are edited from my out-of-print 
books, the rights to which have reverted to me. Some I write from scratch. I 
hire ghostwriters to write others under my editorial direction. For a few of 
my e-books, I found relevant articles written by friends, colleagues, or other 
authors, and I obtained permission to reprint them in the e-book. Usually, 
they granted permission for free, and in exchange I offered them a 50 
percent commission on sales they made of the e-book from their web site or 
as a result of adding it to their list. 

6. . Create a few bonus reports to give away to your e-book buyers. These 
reports are additional information you offer to your customers as an added 
incentive to buy your e-book now. They maybe separate PDF files or 
sections within the main e-book PDF file. Chapter 9 offers guidelines on 
how to create bonus reports. 

7. . Edit your e-book. As with the writing, you can hire a freelance editor or 
you can do it yourself. I recommend that the writer and editor should be 
different people, as it’s difficult to edit your own writing. Watch for 
spelling mistakes, readability, clarity, and completeness. Fortunately, as an 
electronic document, an e-book can be corrected even after it is released. 
Thus errors, while undesirable, are not as disastrous as they would be in a 
traditional book with a first printing of 5,000 copies. 

8. . Create the front cover design and interior page layout. Your best choice is 
to hire someone to do this work unless you are experienced in book design. 
Be sure to ask what is included before agreeing to any provider’s price. You 
want a cover design, the pages laid out, and a book image (2-or 3- 
dimensional) for your landing page (the web page on which you describe 
and sell the e-book online; see step 12 below). To find a graphic designer to 
design your e-book cover and page layout, go to www.bly.com, click on 
Vendors, and then click on E-Book Graphic Designers. 

Tip: Do not use large areas of black either on the e-book covers or in the 
interior page layouts (e.g., bands of black or other dark color), as this uses 
up too much of the customer’s ink when he prints the book on his laser 
printer. 

9. Proofread and lock the PDF file. This is your last chance to spot mistakes 
before releasing the e-book. You can hire a freelance proofreader or 


proofread it yourself. Once you have proofread the document and corrected 
mistakes, you can lock the PDF. Locking the PDF prevents those in 
possession of the e-book from altering or stealing the content. When you 
lock a PDF file, you create an unlock code that only you know. Write down 
the unlock code and keep it stored in a safe place. With the unlock code, 
you can unlock the PDF later to make changes if needed. 

10. . Load your e-book PDF into a shopping cart. Shopping cart software is 
going to collect payments, deliver the e-book and reports, provide you with 
an e-mail auto-responder, and track your sales. Once you decide which 
shopping cart to use, loading your e-book into the shopping cart is as easy 
as attaching a file to an e-mail. Popular shopping carts include Infusion and 
1ShoppingCart. For more information, see 
www.automateyouronlinebusinessnow.com. 

11. Reserve a domain name for your e-book. Shorter is better. An ideal 
domain name is the keyword or phrase related to your topic or a short 
phrase that is easy to remember (e.g. www.myveryfirstebook.com. ). To 
check on the availability or to reserve a domain name, visit 
www.ultracheapdomains.com. 

12. Write and design a landing page to sell your e-book. Now that your e- 
book is ready to sell, you need a landing page to do the selling. A landing 
page is a dedicated web site—some call it a micro-site—that sells a single 
product. It is essentially a long-copy sales letter posted online. And, yes, 
you can hire a freelance copywriter to write this sales tool, or you can visit 
www.thelandingpageguru.com for help (the site is password-protected, but 
if you e-mail me at rwbly@bly. com and mention this book, I will send you 
a password you can use to access the site). 

13. . Arrange hosting for your landing page. You need a reliable hosting 
service at a low cost-per-site hosting charge. Be sure your hosting service 
package gives you enough space to hold all your files, that there is 
sufficient bandwidth to permit a high volume of downloads each month, 
and that you can add lots of new landing pages without increasing the total 
monthly hosting fee. My hosting service is www.hostwithstanley.com, 
which I highly recommend if you plan to have more than a few web sites. I 
have dozens, and hosting costs me less than a dollar a month per site. 

14. Capture the e-mail addresses of landing page visitors who do not buy your 
e-book. You want to capture the e-mail addresses of people who click onto 
your landing page but leave without buying the product, so that you can 
continue to market to them in the future. The easiest way to capture the e- 
mail addresses is to have a window pop-up when a visitor leaves without 


making a purchase. The window offers a small free bonus report in 
exchange for his e-mail address. 

15. Set up an auto-responder e-mail series to convert non-buyers to buyers. 
Once you have the visitor’s e-mail address, use an auto-responder e-mail 
series to persuade him to come back to the landing page and buy your e- 
book. This is a sequence of prewritten e-mails that extol the virtue of the 
product in an attempt to get the visitor to click back onto the landing page 
and buy the e-book. 

16. Drive traffic to your landing page. Use e-mail marketing, pay-per-click 
advertising, videos on YouTube and other social networking sites, articles, 
affiliates, and other traffic-building methods to drive prospects to your sales 
page. My favorite method is to send a short e-mail to my online subscriber 
list teasing them with a promise or benefit to entice them to click on the 
link and find out more about what I am offering; you can see a sample e- 
mail in the appendix. 

17. Test, measure, and optimize your landing page. There is always room for 
improvement. A/B split and multivariate testing can show which parts of 
your landing page are working well and which need tweaking. Testing can 
help you increase the landing page’s conversion rate, thereby selling more 
e-books. For more information on testing landing pages, visit: 
www.taguchitestinghandbook.com. 

18. Create a profitable line of e-books and related info products. Internet 
marketing is direct marketing. You will make your greatest profit on back- 
end sales (sales to repeat customers), so you need to develop a line of 
related products you can sell to purchasers of your first e-books on an 
ongoing basis. 

19. Recruit affiliates to sell your e-books and other info products. Allowing 
affiliates to sell your e-book can significantly increase sales and revenues. 
An affiliate is a person or company that agrees to sell your e-book to their 
prospects for a commission. 

20. . Publish a free e-zine and drive traffic to the subscription page. Offer a 
free e-zine with useful and relevant content to anyone who joins your e-list. 
This can increase sign-ups and also give you a vehicle for communicating 
with your online prospects and customers on a regular basis. 

21. Send regular e-mails to your opt-in subscriber list to drive additional 
sales. Every time you have a new information product, tell your customers 
about it. You can use a service like Constant Contact or Bronto to send e- 
mails to your subscriber list; a portion of the recipients will click onto your 
landing page and buy the new product. 


Ideal word length for e-books 


I like to charge at least $29 or more for an e-book. My current e-books range in 
price from $19 for an introductory guide to online marketing to $59 for a library 
of sample e-mail marketing messages and $79 for a book of business forms for 
freelance copywriters. 

Why is $29 my preferred minimum price? Because you are only going to sell 
sO many copies per e-mail blast, and if the price is too low, your revenue from 
the e-mail marketing message promoting the book will also be too low. I like to 
make at least $2,000 to $3,000 per e-mail blast sent to my list, and that’s difficult 
to do with a product that costs less than $29. Also, $29 seems to be a low price 
point for e-books and overcomes any price resistance buyers have. 

To charge $29 for an e-book, it has to be a minimum of 50 pages. Fewer pages 
and the buyer will feel ripped off, believing that the book is too light in content. 
In an e-book format, figure 300 words per published book page. That means you 
need approximately 15,000 words to publish a 50-page book. 

A traditional 200-page trade paperback like this one typically has around 
70,000 words. So an e-book contains only one-fifth the amount of content as a 
conventionally printed book. Yet you can charge $29 to $39 or more for an e- 
book versus only $15 to $20 for a trade paperback. Therefore, packaging your 
product as an e-book lets you command a higher price for less content. 

Why can you charge more for e-books? Because they deal with one specific 
problem-solving topic. Remember the rule for pricing specialized how-to 
information: the narrower the topic, the smaller the potential audience, but the 
more you can charge. 


Choosing e-book topics 


In chapters 2 and 4 we talked about choosing a niche for your how-to writing 
and then coming up with book ideas and titles within that niche. 
My rule of thumb for e-book publishing is as follows: 


e If the topic is general and I can publish it in a couple of thousand words or 
less, I write a magazine article on it. 

e For general topics that take multiple thousands of words to cover, I self- 
publish a white paper or special report, which is often a free bonus I give 
away to generate leads or sales. 

e For broad and some specialized topics that take tens-of-thousands of words 
to teach adequately, I write a traditional book for a mainstream publisher. 

e For specialized instruction on a narrow niche topic, I write and sell an e- 
book on the topic. 


Related to narrowness or specificity of topic is audience size: If I think we can 
sell many thousands of copies and that people would look for this information in 
a bookstore, I write a traditional book for a traditional book publisher. If I think 
the market is only a few thousand copies, and that people would look online for 
this information, I write and publish an e-book. 


Writing style for e-books 


I’m not sure that there’s really a separate writing style for e-books versus 
traditional books and magazine articles. But there are some minor differences I 
notice between the formats. 

Editors at magazines want articles to be entertaining first and informative 
second. No editor has told me that, but that’s the impression I get when reading 
magazines and writing for them, too. Some editors at certain mainstream book 
publishers are the same way; they want the book to be entertaining first and then 
have solid content second. One editor told me: “Above all else, make it a good 
read.” 

The e-book buyer wants to enjoy reading your e-book, but in how-to 
nonfiction writing in general and e-books in particular, content is king. The 
reader will forgive typos, misspellings, and lack of literary style as long as you 
deliver solid content. 

Follow the writing advice in Chapter 5, in particular the “Three C’s.” Make 
your writing concise, compelling, comprehensive, and, above all, clear. 


E-book page layout and PDF setup 


I urge you to outsource the cover designs and page layouts for your e-books. 
Freelance graphic designers are plentiful and so affordable that it makes little 
sense to agonize over design work on your own. The professional will do a much 
better job and free you to concentrate on core activities—in particular writing 
and marketing. 

You can find freelance graphic designers to produce your e-books on Internet 
job sites such as www.elance.com or by Googling “e-book designers” or “e- 
book cover designs” or “book cover designers.” Several are listed in the 
appendix of this book. Prices vary, but you can get an entire e-book designed, 
including front cover and page layout, for a couple hundred dollars or so. 

You can also design the e-book yourself. It doesn’t have to be fancy. You can 
type it in Microsoft Word. Make the body copy 12-point Times Roman, and use 
double space or 1.5 spaces. The subheads can be 14-point Times Roman 
boldface. Chapter heads can be 14-point Arial bold. 

Once you are happy with the layout, proof it several times to make sure there 
are no errors. Now, convert the Word file into a PDF file. Although there are lots 
of choices for producing a PDF, I am going to show you how to work with 
Adobe Acrobat, because it is a very common program. You can purchase Adobe 
Acrobat from Adobe on their web site at www.adobe.com. The Adobe Acrobat 
Reader required to open and read PDF documents is free, but Adobe Acrobat for 
creating PDF documents is not. 

The first thing to do is to look at the security settings for any PDF document 
you may have downloaded. Open the e-book in Adobe Acrobat. Click on the 
Document menu, choose Security, and then choose Show Security Settings for 
This Document. This opens a summary box that shows the restrictions on this e- 
book in the following categories: 

1. Printing 

2. Changing the Document 

3. Document Assembly 

4. Content Copying or Extraction 


5. Content Extraction for Accessibility 
6. Commenting 

7. Filling of Form Fields 

8. Signing 

9. Creation of Template Pages 


You should secure an e-book to only allow your customers Print and Content 
Extraction for Accessibility functions. This prevents others from changing the 
content of an e-book or copying large parts of it for other uses. 

Using the security settings in Adobe Acrobat is quite easy. Click on the 
Document menu and choose Security, and then choose Secure This Document. 
This will open a dialog box called Select a Policy to Apply. 

You can use or modify one of the existing policies, but I suggest you make a 
new policy and name it “e-book Policy.” Then you can use the same policy, and 
the same password, every time you return to secure future e-books. As you 
develop other information products, you can set a policy for each type of product 
or use the e-book policy for everything. 

My preference is to use one policy for everything. The primary benefit of this 
is that I only have to remember one password. 

To develop a new policy, simply click on New. This will open a dialog box 
called New Security Policy. Your first option is to choose which type of security 
you want to use. There are two options: password and public key certificate. 
Choose the Password option for most of your e-books. 

The only reason to use a Public Key Certificate is that you are sending the 
PDF to a specific group, and you want only them to see the document. Using this 
option when you are selling an e-book means you are adding the step of 
transmitting a password to every customer. That’s extra work for you and extra 
bother for your customers. 

Once you have selected the Password option, click Next to go to the General 
Settings page. This is where you get to name and describe your policy. Choose a 
name you will always recognize. Typing a description of the policy is optional. 

Click Next to arrive at the Document Restrictions page. This is where you 
decide what people will, and will not, be able to do with your e-book. 

The first option is to set the Compatibility for your e-book. You can choose 
Adobe 5.0 or later, 6.0 or later, or 7.0 or later. I suggest you choose the default 
setting of Adobe 5.0 or later. This will give your customers the widest possible 
access to your e-book. 

Choosing higher levels of compatibility gives you more options for what 
becomes encrypted. The best thing to do is use the default setting Encrypt All 


Document Contents. You might be tempted to choose the second option that 
allows search engines to find the metadata for your e-book. But don’t. 

Since you will be putting meta tags into your web site, there is really no 
reason to make the metadata for your PDF available to search engines. In fact, it 
can result in your PDF competing with your web site in the search engine 
rankings. It also means people will be able to find your e-book order form 
without reading your sales page. That could potentially be confusing for 
customers and lead to lower sales. 

The first password you can set requires customers to have a password to open 
the document. This is similar to the Public Key Certificate option. Using this 
option means you have to send a password to every customer, and they have to 
use it every time they open your e-book, so don’t select this option. 

The second password option, which you do want, is for restricting access to 
specific parts of your e-book. Choose the Use Permissions Password option and 
type a password. Choose to allow High Resolution Printing and leave the other 
options at their default settings. High Resolution Printing means your customers 
can print a clear, crisp copy of your e-book that is easy to read. 

Leaving the Changes Allowed option set to None means no one can change 
the content of your e-book or add comments to it. Leave the Enable Copying 
option disabled to keep people from using text or images from your e-book. 

The default setting for the Enable Text Access option is Yes. This means 
people who have a visual impairment can read your e-book with larger text. You 
should definitely leave this default setting alone. Changing it can only make it 
harder for some customers to access your e-book. 

Click Next to arrive at the Summary page for the policy settings. Read the 
summary to be sure everything is set the way you want it. You can always edit 
the settings for each policy, but it’s best to make sure you have the right settings 
from the beginning. Click Finish and your security policy is complete. Now you 
can use it for every e-book you publish. 


Pricing and guarantee 


As we mentioned, e-books range in price from $19 to $79, with most falling in 
the $29 to $49 range. The customer pays online by credit card, and as soon as he 
does, a link to where he can download the PDF of the e-book is delivered 
automatically via e-mail auto-responder. I give my customers a 90-day money- 
back guarantee of satisfaction. If they are not 100 percent satisfied, they can let 
me know within 90 days for a full and prompt refund of every penny they paid 
me. 

Does the customer have to return the e-book to get the refund? Not really. The 
e-book is electronic, so what is there to return? Some information marketers tell 
customers who request a refund to tear up their print-out of the book and delete 
the PDF from their hard drive. Of course you can’t make sure they have 
complied, so you put them on the honor system. 

Since you don’t benefit in any way by insisting on destruction and erasure of 
the e-book, why do it? My guarantee is that, even if they request a refund, they 
can still keep the e-book free—my gift to them. Once I started telling them 
“keep the e-book free no matter what you decide,” my refund rates did not 
increase at all—meaning no one was taking advantage and ripping me off—but 
my landing page conversion rates increased 10 to 15 percent. 


Technical glitches 


There are a few common technical glitches in publishing and selling PDF e- 
books that you should know about. 

The first is the customer who attempts to order the e-book but finds his credit 
card is declined because of an “AVS mismatch.” This simply means some of the 
information he entered on the order page was incorrect or incomplete. You can 
solve this problem by contacting the customer and taking the order over the 
phone. 

Another technical glitch occurs when the customer complains that he did not 
get the e-book. Since the e-book is delivered to the buyer via an automatically 
generated e-mail message, the likely culprit is that the customer or his Internet 
Services Provider (ISP) has blocked your e-mail with a spam filter or firewall. In 
this case, I call or e-mail the customer and suggest they send me a personal e- 
mail with the book title in the subject line. When I get it, I return their e-mail 
with the PDF file for the book attached, and it always gets through. 

A third glitch is the customer who gets the PDF but says they cannot open or 
read it. The likely cause is that the customer is using an old version of Adobe’s 
Acrobat Reader. Tell the customer to go to the Adobe web site and download the 
latest version of Acrobat Reader. It is free. 


Updated and new editions 


One of the great advantages of e-books versus printed books is that when you 
spot an error or typo, or want to change or update something, it’s rela-tively 
quick and easy to do. Just make the change to the PDF file and load the updated 
file into your shopping cart software. 

From time to time, you may feel the desire to update one or more of your e- 
books by correcting dated, inaccurate, or incomplete information or adding new 
sections or chapters. I encourage you to do so, because keeping your material 
fresh and content-rich pleases your customers. 

If your updates and additions involve more than 20 percent of the pages, you 
can advertise the revised book as an updated second edition; doing so can 
substantially increase sales. If you have expanded the number of pages by 20 
percent or more over the original, advertise it as an “updated and expanded 
second edition,” and consider raising the price by $10. 

Your e-mail distribution software or service provider can probably identify 
within your database customers who bought the first edition. You can send 
owners of the first edition an e-mail offering the second edition at a special 
discount rate. 


Special Reports, Booklets, Forms, Kits, and Other Short-Form 
Information Products 


The how-to writer is not limited to book-length or even e-book-length form. 
Everything you write does not have to be your magnum opus. I recommend 
mixing books (traditional and electronic) with shorter formats. 

Why should you produce a mix of both short-form and long-form how-to 
writings? A few reasons. To begin with, different subjects merit works of 
different length. Some topics can be covered adequately in an article, while 
others may require a large book or several books. When I wrote The Advertising 
Manager’s Handbook for Prentice Hall to advise advertising managers what they 
needed to know, it was over 800 pages long and sold for $80—and that was pre- 
Internet. Today, it could easily be twice that length. 

Second, by writing in multiple lengths, you increase your publishing 
opportunities by opening up multiple markets. If you can only teach an idea in 
50 to 100 pages or more, you are pretty much limited to writing an e-book or 
maybe a traditional book (see_Table 9.1). On the other hand, some ideas only 
warrant a couple thousand words (magazine articles) or even a couple hundred 
words (blog posts). 

Third, I don’t know about you, but as a writer I absolutely love variety, in 
both subject matter and word length, and, conversely, I deplore monotony. 
Stephen King has expressed a similar sentiment regarding variety in length. He 
says that after finishing a big novel, he wants to write a novella or short story 
before buckling down to write another novel. In my work as a copywriter, I love 
writing long-copy sales letters, but after I finish one, before starting another I’ ll 
do a few short-copy assignments in between, such as postcards or print ads. 

Fourth, monotony robs you of stamina in almost every activity. Varying 
project length creates variety you will find fun and energizing. Some days you 
arise and are primed for sustained concentration on a single work; other days, 
your concentration is lessened, and you are more productive switching among 
several shorter projects. 


Fifth, but perhaps most important, as a rule of thumb you can charge more for 
lengthy items (but not always) than for short items. Writing shorts as well as 
longer works enables you to develop a line of how-to information products that 
sells at different price points. 


o E 
Character Count 
Special reports, booklets, Lariat | 
white papers, monographs 1,000-5,000 words 


50,000—100,000+ 
Books words 


Table 9.1. Formats and Word Length 


Ultra-short-shorts 


Ultra-short 


Medium 


Medium-long 


Long 


Ultra-long 


Multiple price points 


Have you ever hesitated to buy an interesting book in the bookstore because you 
hadn’t read the author before? 

Consumers prefer familiar brands. This is why the Dummies and Idiot’s Guide 
books sell so well: The consumer trusts the brand. 

Authors are also a brand. I will plunk down $25 for the new Stephen King 
novel because I am a fan of the brand. But I rarely will pay $25 for a hardcover 
book from a novelist I have not read before. 

When a reader of your free e-newsletter sees you plug one of your $25 
hardcover books, he might be more inclined to buy it than would a complete 
stranger whom you e-mailed out of the blue (not recommended, because it’s 
spam). But still, the percentage of subscribers who buy the book will be rela- 
tively small, because they have no experience with buying your writings before. 

The solution would be to sell them a $9 special report or a $7 booklet. Reason: 
The smaller the price tag, the more people are willing to take a chance on buying 
material from a new author. 

Most writers are more concerned with their royalty or advance than the price 
their work is selling for. But that’s a mistake. Ideally, you want your writings to 
be packaged in a variety of different formats, lengths, and prices in order to 
appeal to the broadest range of buyers. 

At the bottom level of the pricing pyramid are your free products. These 
include your online newsletter, blog, podcasts, and other content you give away, 
either to build your online subscriber list or to establish your reputation as a 
thought leader in your field. My monthly e-newsletter, “The Direct Response 
Letter,” is packed with useful content and doesn’t cost a dime. There is also no 
charge to read my blog at bly.com/blog. 

The next step up is low-priced information products, which we can define as 
anything under a hundred dollars. Most e-books and traditional hard copy books 
fall into this category. With low-price products, we give readers of our free 
content an easy entry point to making the transition from freebie seeker to 
paying book buyer. For instance, the first product of mine that thousands of my 


e-newsletter subscribers have bought is a $19 e-book available at 
www.inyveryfirstebook.com. 

We can make handsome profits by cross-selling our customers many products 
in the lower price range. We know the buyer of a $39 book will spend at least 
$39 to purchase our how-to information and advice, so we can easily sell him 
$19 e-books and $25 paperbacks all day long. 

However, a percentage of low-price buyers may be willing to spend at a 
higher price point to acquire our content. Therefore, you can increase your 
writing revenues by creating information products that sell at medium and high 
price points. 

Getting buyers to move from free to low to medium and higher price points in 
buying your information is called the ladder or funnel. It works in the direct 
marketing of virtually any product category. 

For instance, you’ve seen those magazine ads that say “Buy this gold or silver 
coin at our cost.” Are they really selling the coin at their cost? Often, yes. Why? 
Because for every 10,000 customers that buy a $49 coin, they know they can get 
1,000 of them to buy a $490 coin set. And for every 1,000 customers who buy 
the $490 coin set, they know they can get 100 to buy a $4,900 rare coin. 

Table 9.2 shows the four price ranges you should have in your product line 
(free, low, medium, high) and the type of products you can offer within each. 


Price Range 


Blogs, socia! media, e-zines, online articles, bonus 
reports, podcasts 


Special reports, booklets, e-books, books, tele-seminars, 
Low ($9-$99)} webinars, single DVD 


Medium Audio CD album, DVD album, loose-leaf manual, home 
{$100-$300} study course 


Boot camps, training classes, seminars, coaching pro- 

grams, consulting, multimedia programs, paid subscription 

newsletters and information services, membership sites 
High {over $300} (annual fee) 


Free 


Table 9.2. Pricing Your Information Products 


Booklets 


One of the low-end information products you can price at the bottom of the 
range is a booklet. 

In the pre-Internet era, booklets were big sellers. A booklet is a small book— 
typically saddle-stitched (held together with staples through the spine)—that can 
fit in a #10 envelope; page size is approximately 4 by 9 inches. Depending on 
the number of pages, booklet prices can range from $7 to $19. 

Why create a booklet? A booklet is an ideal format for topics that you don’t 
have enough content to fill a full-length book. For instance, during the recession 
of the early 1990s, I decided to promote myself as a thought leader in marketing 
by publishing and promoting a book on marketing in a recession. 

But when I sat down to write the book, I found I could come up with only 
5,000 words on the topic of marketing in a recession, not the 70,000 or more I 
would need to fill a book. 

Solution: I self-published my recession-proof business strategies as a booklet, 
priced it at $7, plus shipping and handling, and sold it by sending a press release 
(see Appendix B) to business magazines and newspaper business editors. 

I mailed the press release to 300 editors at a cost of less than $300. The press 
release was run in nearly two dozen publications, giving me a huge amount of 
publicity which generated several consulting assignments and speaking 
engagements. In addition, I sold 4,000 copies of the booklet at $7 each to gross 
$28,000. And my printing cost was just 39 cents a copy. 


Tip sheet 


A tip sheet is a mini-report. It is published as a series of numbered tips printed 
on two sides of an 8% by 11-inch sheet of paper (a sample is included in 
Appendix B). Tip sheets are great giveaways as premiums for paid information 
products, because people enjoy the quick-reading format. And for you as the 
author, they are quick and easy to create. 

Seminar promoter Anvar Suleimen once created a series of mini-reports, each 
typewritten on two sides of a sheet of paper. He offered them as a bonus for 
attending a conference. He assigned a value of $2 each and, as I recall, he had 
around 40 of them. The 40 were bundled into a single document of 40 pages 
printed on both sides, and had a perceived value of $80—a.n effective incentive 
to entice people to register for the conference. 


Forms kits 


A great information product for the low or medium price range is a forms kit. As 
the name describes, this is a kit, or collection, of forms used in a particular 
business or activity Socrates Media, for instance, publishes a set of forms for 
landlords, including model leases and eviction notices. 

One of my core markets is freelance copywriters, and one of my most 
successful information products is The Copywriter’s Toolkit, an e-book that is 
simply a collection of several dozen business forms and model documents I use 
in my freelance copywriting business. These include samples of my sales letters, 
sample ads, model invoices, collection letters, client agreements, and so on. 

While most of my e-books are in the $19 to $39 range, the Toolkit is a brisk 
seller at $79 a copy. Forms kits are easy to sell because of the high perceived 
value. You can easily pay a lawyer $200 or more to draw up a model contact or 
letter of agreement. Therefore, if your forms kit has 50 forms, the perceived 
value of the content is at least $10,000, which at $79 for the entire collection 
makes it a bargain. 

In addition, forms kits are how-to writing at its highest level. Recall from 
Chapter 5 the three-level hierarchy: telling the reader what to do; showing him 
how to do it; and doing it for him. With a forms kit, you are doing it for the 
reader. Instead of just presenting a list of five things that must be in every 
copywriting contract, I give the reader a prewritten contract he can use “as is” or 
adapt to his own business. 


Writing white papers for fun and profit 


A white paper is a marketing document that helps sell a product by educating 
consumers about the application the product handles or the problem it solves. 
For instance, to help a technology company sell a business software package, I 
wrote for them a white paper on “Choosing Business Software.” 

As you can see, white papers are more often than not how-to in nature. I have 
written white papers on everything from how to safely dispose of industrial 
waste to how to make sure your computer software meets federal government 
standards for data security. 

As a nonfiction writer, you can earn handsome fees writing white papers for 
companies that use them to market their products and services. “The demand for 
white papers has never been higher,” says Michael A. Stelzner, executive editor 
of WhitePaperSource.com. “During business downturns, corporations rely more 
on marketing to help them acquire leads and establish thought leadership. White 
papers are the secret weapon for companies. Our organization has seen a major 
increase in white paper use among businesses of all sizes, but especially those 
selling costly or complex products.” 

A typical white paper is ten pages, or about 3,000 words long. You can charge 
clients $3,000 to $5,000 to write a white paper of this length. Do one a month 
and that’s an extra $60,000 a year added to your nonfiction writing income. 

In a survey of nearly 1,400 IT professionals, the majority said they were more 
likely to download and read white papers than product literature. Over the years, 
I’ve seen a number of direct mail and e-mail tests in which offering a free white 
paper or other free content increased response rates 10 percent to 100 percent or 
more. 

White papers work; more than half of IT professionals say white papers 
influence their buying decision. I do think, however, that we have to broaden our 
notion of how to use free content offers, which is essentially what a white paper 
is (free information designed to educate our prospects and motivate them to 
inquire about our product or service). 

To begin with, I think it’s not white papers themselves that are tiring, but the 


name itself. “White paper” signals to some prospects a document that is an 
obvious selling tool. And with virtually every white paper in the world available 
for free, white papers have a low perceived value as a giveaway 

The solution is to keep using white papers in your marketing but to call them 
something else. The mailing list broker Edith Roman used to publish a print 
catalog of mailing lists. But instead of calling it a catalog, her company called it 
the “Direct Mail Encyclopedia.” Offering a free Direct Mail Encyclopedia 
helped generate more inquiries for their brokerage services. 

Copywriter Ivan Levison calls his white papers “guides.” Marketer David 
Yale uses “executive briefing.” I’m partial to “special report.” For consumer 
marketing, marketing expert Joe Polish suggests “consumer awareness guide,” 
and for a B2B white paper giving product selection tips, I’d change this to 
“buyer’s guide” or “selection guide.” For a white paper giving tips or 
instructions on a process, I might call it a “manual.” If you publish a print 
version that fits in a #10 envelope and is saddle-stitched, you can call it a “free 
booklet.” 

All of the above are variations on the free content offer. Direct marketers refer 
to free content offers as “bait pieces,” because they are used to “bait your hook” 
when you go “fishing” for sales leads. Does what you call your bait piece really 
matter? I think it does, because calling it a report or guide creates a perception of 
greater value—after all, thousands of publishers actually sell special reports and 
booklets for prices ranging from $3 to $40 or more. I often put a dollar price for 
the guide or report in the upper right corner of the front cover, which strengthens 
the perception that the freebie has value; I don’t think this would be credible on 
a document labeled as a white paper. 

What about the complaint that prospects already have too much to read? I am 
reminded of a quotation from Rutherford Rogers: “We are drowning in 
information but starved for knowledge.” There is more information on the 
Internet than you could process in a thousand lifetimes. But good white papers 
don’t merely present information; they offer solutions to business and technical 
problems. Virtually every B-to-B sale you make is because someone thinks your 
product or service is the solution to their problem. A white paper can help clarify 
the problem as well as convince the reader that your idea or method is the best of 
many options for addressing it. 

Every marketing campaign has an objective, yet if you ask most managers 
what the objective of their white paper is, they probably couldn’t tell you. Too 
many see white papers as an opportunity to merely collect and publish a pile of 
research material they found on the Web using Google. To make your white 
paper successful, you must define the marketing objective before writing a single 


word. 

For example, a manufacturer found that consumers were not buying their do- 
it-yourself (DIY) underground sprinkler kits, because homeowners perceived 
installing the irrigation system by themselves as too difficult. Solution: a free 
DIY manual on how to install an underground sprinkler system in a single 
weekend. Clearly written and illustrated, the manual overcame the perception 
that this was a tough project, making it look easy. 

In the pre-Internet era, bait pieces were mainly paper and ink. Thanks to the 
PC and the Internet, bait pieces can now be produced as PDF files and can be 
instantly downloaded online. But at the receiving end, they are usually printed 
by the prospect and read on paper. 

It may be that what’s wearing out is not freecontent, but the standard white 
paper format: pages of black ink on 8% by 11-inch sheets of paper. To make 
your bait piece stand out, consider using alternative formats: DVDs, CDs, 
podcasts, webinars, tele-seminars, flash cards, stickers, posters, software, apps, 
and slide guides. (A slide guide is a cardboard promotional item with a moving 
slide or wheel that allows the prospect to perform some simple calculation, e.g., 
convert inches to centimeters or determine the monthly payments on a 
mortgage.) 

Most white papers are six to ten pages—about 3,000 to 4,000 words—but you 
are not locked into that length. You can go shorter or longer, depending on the 
content you want to present and the marketing objective of the bait piece. The 
bait piece can be as short and simple as a list of tips printed on one side of a 
sheet of paper. Or it can be as long as a self-published paperback book. 

Free content offers have been used effectively in marketing for decades, and 
rather than tiring, they have been given new life, thanks in part to the 
information-oriented culture spawned by the Internet. “Every organization 
possesses particular expertise that has value in the new e-marketplace of ideas,” 
writes David Meerman Scott in his book Cashing In With Content. 
“Organizations gain credibility and loyalty with customers, employees, the 
media, investors, and suppliers through content.” 


Compiling and marketing directories and reference guides 


Another lucrative market for the how-to writer is collecting and compiling 
information into directories and reference guides. The king of this genre is 
Matthew Lesko, the guy you sometimes see on late-night TV infomercials 
selling books on how to get free money from the government. 

The Internet has somewhat diminished the market for directories and 
reference guides, but in many fields, they are still desired and can sell briskly. 
One of my colleagues sells a guide on where to buy merchandise at wholesale 
and close-out prices and resell it at a profit. It lists numerous sources for 
wholesale and close-out merchandise. 

Years ago, pre-Internet, I saw that a lot of valuable free information could be 
obtained by calling the toll-free 800 numbers of corporations, nonprofits, the 
federal government, and even local businesses. You could call Campbell’s Soup, 
for instance, and they’d send you a free recipe book on cooking with soup. I 
compiled hundreds of these numbers and descriptions of the free information 
each company offered into a paperback book published by New American 
Library as Information Hotline U.S.A. 

More recently, I published a guide on how to make money participating in 
market research studies. The guide has a few pages of instructions on how to be 
selected to participate in these studies for pay, but mainly it is a state-by-state 
directory of market research companies looking for study participants to pay. 

Okay. Let’s say you find an information niche in which you think there is 
demand for a directory. Here are some tips for selling your directory profitably 
year after year: 


1. Target previous buyers. Mail to past buyers and tell them specifically why, 
although they already own a copy, they should get the new edition. For one 
directory, a test mailing to buyers from three years past pulled almost triple 
the response to a rented list. 

2. Play on your good name. When Medical Economics successfully launched 
Physicians Desk Reference for Nurses, direct mail copy positioned it as “the 


PDR for nurses.” If your flagship product or publishing company has name 
recognition, play off that name in promotions for other products. 

. Offer a pre-publication discount. The most effective incentive for any 
prospect to order now instead of later is a pre-publication discount. This can 
be an actual cash discount or free shipping and handling—or both. 

. Stress the urgency and importance of having up-to-date information, Many 
prospects don’t ask “why buy” when they see your offer; instead they ask 
“why buy now?” Demonstrate to prospects why they need or should want 
the most current data available. For instance, bringing a manager up-to-date 
on new Safety regulations might help him achieve compliance at lower cost. 
. Differentiate yourself from the competition. If your data is approved by a 
regulatory agency, for example, then your advantage is that it’s official. On 
the other hand, if your data is not reviewed by a governing body prior to 
publication, then you provide expert ratings, guidance, unbiased opinions, 
or some other advantages the “official” competi-tor does not. Identify what 
makes you unique and communicate it clearly in your mailings. 

. Show the potential buyer how he or she can profit by putting your directory 
to use. One obvious benefit is saving time. Your prospect knows that using 
old directories means wasted mailings and phone calls to update old listings 
and reach the right people. Position the purchase of the new edition as a 
drop in the bucket compared to time and money saved, as well as better 
results obtained. 

. Talk about the important people or companies who rely on your book. 
Communication Briefings uses this technique in direct mail selling their 
newsletters; half a page of the four-page letter is a box listing Fortune 500 
companies that subscribe to the newsletter. Tell your prospect about the 
prestigious companies in his field that buy your directory, or about the 
important associations that endorse it. 

. Quantify the improvements in the forthcoming edition. Be specific. How 
many listings out of the total have been revised or updated? How many are 
new? Give percentages, e.g., “25 percent of listings updated.” The most 
important improvement buyers look for is new and updated core 
information. Second is expanded listings (e.g., more data on each company 
or product; e-mail addresses added). Third is new features, such as photos, 
maps, guides, glossaries, background articles, etc. 

. Spell out the negatives and penalties of working with old information. A 
classic example is a mailing for Physician’s Desk Reference that warned 
buyers of older editions that the information in those volumes was now 
dated and should not be used when making clinical decisions. The mailing 


included a warning sticker the buyer could place on the cover of their old 
directory until the new one arrived! 

10. Test a guarantee. A number of directory publishers are successful without 
offering a money-back guarantee. That may be the case with you; however, 
you should still split test no-guarantee versus 30-day, money-back 
guarantee (or even 60 or 90 days) if you are currently not offering a 
guarantee. Doesn’t it make sense to confirm whether your current offer is 
the most profitable offer possible? 


Collections and compilations 


One quick and easy information product for the how-to writer to produce are 
collections compiled from previously published material. 

I love this strategy for increasing my writing income, and here’s why: 
Traditionally, when a writer writes an article, it is largely forgotten about once it 
is published. Therefore, any writer who has been active for any length of time 
amasses a collection of prewritten articles on his or her hard drive. By compiling 
them into a collection, you can create a saleable book, e-book, special report, or 
collection in a small fraction of the time it would take you to write an original 
work on that topic. 

I have sold compilations of my articles to three different publishers who have 
brought them out in book form. I have also produced several highly profitable e- 
books. In one instance, a magazine publisher had already paid me $7,500 to 
write ten columns on freelance writing. After these articles had run in the 
magazine, they sat ignored in the publisher’s back-issue archive and on my hard 
drive. 

I compiled them into an e-book (at a total cost of $75 for a graphic designer to 
put them into a PDF document) and I sell the compilation for $39; to date I have 
sold 931 copies, earning an additional $36,309 from articles that otherwise 
would have not earned me one more dime. 

This is an important point for how-to writers looking to maximize their 
income. While we get excited and enthused about writing new material, far more 
profit can be produced by recycling already published material into new 
information products and formats. 

You can create and sell more collections of your previously published 
material—and make more money from your content—with far less work, simply 
by being organized. Keep an Excel spreadsheet or Word document that lists your 
published columns, articles, and other content by file name and topic. When you 
want to create a new information product, select a topic and then compile the 
best content you have already written on that topic. Using this method, I have 
produced 200-page manuscripts for new books and e-books, from start to finish, 


in a single afternoon. 

Let nothing go to waste. Readers will buy in one format material that they 
have already bought or even received for free in another. One of my early 
mentors, the late Jerry Buchanan, published a monthly newsletter and had a 
profitable side business selling bound annuals (one year’s worth of issues). 
Oddly, most of the bound issues were sold to people who already subscribed to 
the newsletter and therefore had received all of the issues that were included in 
the bound annual. When I asked Jerry about this, he said subscribers often didn’t 
save their issues, and when they got his offer for a bound annual, the subscribers 
would buy them again to have them collected between hard covers. 

I have been publishing my e-newsletter, “The Direct Response Letter,” for 
years, have always given it away for free, and will continue to do so. However, 
following Jerry’s lead, we are collecting them in a new series of e-books for 
which we will charge $29 or $39 each. I just compiled the first volume 
(2003-2005) and it took me less than two hours. 


Workbooks and study guides 


I began my writing career as a technical writer with Westinghouse and my first 
book, still in print today, was a guide to technical writing, The Elements of 
Technical Writing (first published in 1982 under the title Technical Writing: 
Structure, Standards, and Style). 

As a result of the book, I taught dozens of on-site, technical writing seminars 
to corporate clients. The book was not designed to be used in a training class, 
and so I compiled from the book and other sources a 50-page workbook, which I 
used in the seminar. I sold many copies to companies that bought the workbook 
for the attendees they sent to my technical writing workshop, but I also sold 
quite a few to companies that wanted to teach their own class but wanted to use 
my material as their workbook. 

In the pre-PC days, you would print the workbooks and ship them to your 
corporate client; a typical fee was $29 per copy. Now you can e-mail a PDF of 
the workbook to the client, let them handle printing and collating, and charge a 
small royalty per copy, or even throw them in with your training seminar as a 
free bonus. 


Information product merchandise 


By information product “merchandise,” I mean information published in 
nontraditional formats: board games, apps, flash cards, bumper stickers, toys, 
calculator wheels, slide guides, and other content-based merchandise. 

When you package your content as “merchandise,” you can charge ten times 
what it would sell for in conventional print format and often make 100 times 
more money from it. 

One example is the famous Pet Rock. The Pet Rock was a rock sold in a 
cardboard “home.” But what really made the idea work was the “care and 
feeding of your pet rock” booklet that came with the rock and container, and it 
made its creator a small fortune. 

Another example of merchandise content is the game Trivial Pursuit. I have 
written nearly half a dozen books of pop culture trivia and earned only modest 
sums from them. But the creators of Trivial Pursuit put their trivia content into a 
board game and made millions. 
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Newsletters and E-Zines 


Most information products are one-shot products, meaning the reader buys the 
book or report from you, and your revenue stream from the product ends there. 
You make no additional money from the reader until he buys another book or 
information product from you. 

Most information marketers and how-to writers spend most of their time 
writing and selling one-shot products, and there’s nothing wrong with that. 
However, this chapter will show you how your income will be higher and more 
consistent if you can create information products that give you a recurring 
stream of revenue. These can include membership sites, software, coaching 
services, and newsletters. 

Packaging and selling your how-to writing in a newsletter gives you a 
recurring source of revenue that, with renewals, can last for years. In this 
chapter, we cover the two types of newsletters being published today: free and 
paid. 

The first is the free “e-zine,” an online newsletter which is given away freely 
to anyone who wants it. If it’s free, how do you make money writing it? You do 
so by using the free online newsletter to build a list of people who like your 
writings and will therefore be predisposed to buying your books, DVDs, and 
other how-to information products. 

The second type of newsletter is the paid subscription newsletter. This is a 
print or electronic newsletter that people pay for on an annual, quarterly, or 
monthly subscription basis. You continue to make revenue from it until the 
reader cancels or fails to renew his subscription. 

One-shot products are profitable, but they produce an uncertain cash flow. On 
the other hand, if you have 10,000 paid subscribers to a $100 a year subscription 
newsletter, you have a recurring revenue stream of a mil-lion dollars a year. 


How to write and design your free e-newsletter 


For many writers and publishers, the fastest way to build a house list of opt-in e- 
mail names and addresses—an important asset for online marketers—is with the 
offer of a free subscription to an online newsletter or e-zine. 

The free e-zine is often positioned as an online supplement to a print 
publication for which there is a subscription fee. But to lure potential subscribers 
into their database of online prospects, publishers typically offer the e-zine free 
to nonsubscribers as well. 

A variety of online marketing tools are used to drive potential customers to a 
Web page where they can sign up for a free subscription to your e-zine in 
exchange for giving you their e-mail address. You can also ask for their name, 
which allows you to personalize future e-mails you send to them. 

These traffic-building tools include such things as contextual marketing, 
banner ads, online ads in e-zines reaching similar audiences, e-mail marketing, 
pay-per-click advertising, and search engine optimization of the e-zine sign-up 
web site. The acquisition cost per subscriber can range from $1 to $5 a name, 
depending on the method used and the market targeted. 

Generally, the larger and more targeted your subscriber list, the more 
profitable your online marketing will be. After all, a click-through rate (CTR) of 
1 percent per one thousand e-zine subscribers will bring just ten visitors to your 
landing page; however, if you have a million online subscribers, a 1 percent 
CTR will generate 10,000 visits. 

For your e-zine to work as an online marketing tool, subscribers must not only 
sign up, they must also open and read your e-newsletters. If they don’t open the 
current issue, they can’t respond to any of the ads or offers you make in it. And 
if they don’t read it on an ongoing basis, they will eventually unsubscribe, and 
you will lose them as an online prospect. 

In my experience, the best e-zines—those with the highest open, read, and 
click-through rates—are those that present useful how-to tips in short, bite-size 
chunks. The more practical and actionable the tips are, the better. 

Your e-zine is not the place to teach difficult-to-master skills or explain 


complex processes; you can send your subscribers to web pages and 
downloadable e-books or special reports that cover those topics. 

Instead, e-zine readers love practical articles that tell them how to do 
something useful, and which do so in just a few concise paragraphs. 

News can also serve as effective e-zine content, but by itself, news is not as 
potent as advice. The best way to use news is to link a tip or other advice to the 
news. For instance, if you are a financial publisher talking about $50-a-barrel 
crude oil, tell the reader which oil stocks he should own to profit from rising oil 
prices. 

You don’t need a news angle to make advice an effective content strategy for 
your free e-zine. However, if you can relate your tips to current events or news, 
do so; experience shows that this can potentially double your readership and 
response. 

That being said, you never know what article is going to strike your e-zine 
reader’s fancy. And it’s often not the article you’d think. 

For instance, a manager for a company that sells information on safety to 
human resource (HR) managers publishes a regular e-zine on safety and other 
HR issues. He reports that his best-read article of all time was, “10 Ways to 
Reduce Eye Strain at Your PC.” 

The eye strain article generated far more response than more specialized 
articles targeted to his HR audience. Go figure. 

Here’s what I’ve found makes the ideal e-zine article (many of these ideas are 
borrowed from my colleague, Ilise Benun, of www.artofselfpromotion.com): 


1. Think of yourself as a conduit. Your job is to pass useful information along 
to those who can use it. 

2. Pay close attention to questions, problems, and ideas that come up when 
you’re doing your work or interacting with customers. 

3. Distill the lesson (or lessons) into a tip that you can share with your 
network, via e-mail or snail mail, or even in simple conversation. 

4. State the problem or situation as an introduction to your tip. Distill it down 
into its essence. 

5. Give the solution. Tips are action-oriented. So make sure you give a couple 
of action steps to take. Readers especially love something they can use right 
away, like the ten tips I mentioned on how to reduce eye strain while 
working at a PC. 

6. Describe the result or benefit of using these tips to provide some incentive 
to take the action. If there are tools readers can use to mea-sure the results 
of your tip once they put it into practice, give them a link to web sites 


offering these tools. 

7. Include tips the reader can use without doing any work, phrases they can 
use verbatim, boilerplate clauses, checklists, forms, and so on. 

8. List web sites and other resources where readers can go for more info. 

9. Put your best tip first, in case people don’t read the whole thing—because 
sometimes even really short tips are too much. 


Sample E-Zine Tip 
Five ways to make a positive impression at work 


1. Keep your desk neat... tidiness conveys that you’re organized and have 
things under control. 

2. Be sincere and generous with compliments...people like to be told that 
you appreciate them. 

3. Return phone calls and e-mails promptly...it makes co-workers and 
customers feel valued. 

4. Be on time... being late shows that you think your time is more 
important than theirs. 

5. Set a good example...find out what kind of behavior your managers 
and colleagues expect, and do your best to practice it. 


Source: Words from Woody, Spring 2010, p. 7. 


How to engage your e-newsletter audiences 


Be aware that most free e-newsletters and e-zines have a dual audience 
consisting of: (1) prospects who get the free e-zine but not your paid 
subscription product and (2) subscribers who have paid for your magazine or 
newsletter and get your free e-zine as a supplement. 

For reasons of economy of scale and simplicity of management, most 
publishers use one e-zine to serve both audiences. But you need to keep the 
different needs and perspectives of both groups in mind for your e-zine to be 
effective. 

The first group of e-zine subscribers consists of people who have signed up 
for your free online newsletter. They do not subscribe to your paid subscription 
magazine or newsletter, and, in fact, they may not even be aware of it—or you. 

Your goal with these subscribers is to (a) delight them with the free e-zine 
they are receiving and (b) upgrade them to the next step—a 30-day free trial to 
your paid service. 

To accomplish these goals: 


e Pack the e-zine with solid content. Nothing beats useful, practical, how-to 
tips. 

e Put a 100-word ad in each issue of your e-zine offering a free 30-day trial to 
your paid subscription publication, with a link to a landing page where the 
reader can accept such an offer. 

e Send at least one solo e-mail to subscribers between e-zine issues giving 
them a compelling reason to accept your 30-day free trial offer; this could 
be the offer of a free special report or other premium. Ideally, they can get 
the premium as a downloadable PDF after they register for it on your 
landing page. 

The second group of e-zine subscribers are readers who have already 
paid for a subscription to your print magazine or newsletter. Your e-zine 
can do any or all of the following for your paid subscribers: 

e Give them news updates, recommendations, and fresh ideas between 


monthly print issues 

e Highlight or expand upon ideas and tips already presented in their print 
issues 

e Bring them special discount offers on your other products: periodicals, 
conferences, seminars, CDs, directories, and whatever else you sell 


Can you stray from my formula of how-to advice and tips? Of course. My e- 
zine, “The Direct Response Letter” (available at www.bly.com), uses many 
different types of articles, including book reviews, quotations, news items, and 
new product announcements. 

But take a tip from me: When you’re putting together your next e-zine issue, 
remember that nothing gains the reader’s interest and attention like solid how-to 
tips. 

Now, some authors and information marketers tell me they do not use e-zines 
because they simply do not have the time. Well, it only takes me two hours or 
less per month. Those two hours are some of the highest ROTI (return on time 
invested) writing hours I can spend. I hate to waste time, so I have come up with 
a simple formula for writing e-zines that anyone can follow. 

For each issue, I write five to seven short stories about a topic, just one to 
three paragraphs per story. These include short tips, news items, reviews, and 
recommendations. You can see a sample issue of my e-newsletter in Appendix B 
or get a free subscription at www.bly.com/reports. 

Since I use this ultra-short article format, my readers can get through each 
story in under a minute. You do not have an unlimited amount of time with your 
reader, so make sure he can read your entire e-zine issue in about five to seven 
minutes. 

The next little tip might seem insignificant but I think it is vitally important: 
Do not put any click-links to your stories; you do not want to give the reader’s 
mind a chance to wander, because they are waiting for another page to load. 
Many web sites like to give you a brief description of the article and then ask 
you to click on a link to read the whole article. That’s just too many hoops to go 
through to read the story. Do not put in your newsletters only the story title and 
first paragraph with a link to the full article which is posted on the web. I like to 
write short articles and include the entire article in the e-zine itself, not a teaser 
or hyperlink. 


How to design and format your e-newsletter 


Should your e-newsletter be text or HTML? There is an ongoing debate about 
this among marketers and how-to writers. Personally, my e-zine is presented in 
text. That is mainly because text is quick and simple to edit. I like simple. 
Remember, your readers are only interested in one thing: information. If your 
reader wants the information, he doesn’t really care what it looks like. 

That being said, there do appear to be pros and cons to both text and HTML. 
With text, I can just type the e-zine, click a button, and it’s instantly sent to my 
list. With HTML, I would have to learn HTML or hire a designer to do each 
issue, adding time and cost. HTML e-mails are trapped by some spam filters and 
ISPs, but text e-mails are not as frequently filtered because they are considered 
less spammy. 

Text is better than HTML when the information does not require pictures to 
teach, the audience is accustomed to text, your prospects are information 
seekers, the subject matter is not visual in nature, and branding (e.g., a logo or 
color) is not important to you. For some information marketers, branding is 
important; example: The Motley Fool investment newsletters and their famous 
court jester logo. 

HTML is better than text when the audience is accustomed to HTML, 
branding or image are important, the topic is “visual” (e.g., tropical fish), or you 
want to track open rates. You can track open rates with HTML, but you can’t 
with text. 

While this list is certainly not all-inclusive, it should help you decide what 
format you would like to go with. Many writers say they do not publish an e-zine 
because they do not have the time or they question their technical ability to 
create one. You can easily overcome those issues with text, which is why I use 
it. 

A text-based e-zine is very easy to design using Microsoft Word; there are 
only seven things to remember when you are designing it: 


1. Set left margin at 20 


2. Set right margin at 80 

3. 60-character column width 

4. Hard carriage return after every line 

5. Dashed lines separate articles in the e-zine 

6. Article titles are centered with asterisks on both ends (e.g., ***A Little 
Known Trick For Picking Effective Domain Names’ ) 

7. Save as a text file. 


Designing and publishing an online newsletter doesn’t really get much easier 
than that. Fig. 10.1 shows the header of one of my newsletters. 


The E-Zine Header 
From familiar source | Sect 3 New Years eschion wort ep 


Bob Bly’s Direct Response Letter 
Resources, ideas, and tips for snproving bap sae to 


You den ities ds canal beens yoa mi to 
it on wvew bly. com or because you are one of Bob's chents, 
prospects, semmar attendees, or book buyers 


If you would prefer not to receive firther e-mails of this 
type. go to www bly. com, enter your e-mail address, 
and but Unsubsenbe 


3 NEW YEAR'S MARKETING RESOLUTIONS 
1. Spend an hour a week thinking of mew ideas for chents 
without besg asked -- and present them to the chents 


sue date mA eie man 
2. Get in the habit of skimnung a lot of publications rather 
than reading only a few. Chp articles of interest and mad 
“Optout copy them to chents and others with a short note, 
“FYI — thought this maght interest you” 


3. Don't focus on how you cas succeed in business. 
Focus on how you can help your customers succeed 
If you make a postive difference m their ives, 

your success will follow naturally. 


Fig. 10.1. First screen of my online newsletter. 


At the top of each issue are the “from” line and “subject” line required by e- 
mail. First is the “from” line, and the newsletter “from” line should either be 
your name (e.g., Bob Bly) or the name of the publication (e.g., “The Direct 
Response Letter”). Use whichever is more familiar to your readers. Knowing 
that the e-mail is from you and that they requested it will entice more recipients 
to at least open the e-mail. 


Next is the subject line: It should arouse curiosity and generate interest. It’s 
the headline. After the subject line, place the title of the publication and an 
identifying tag line that is benefit-oriented. Some people forget they had 
subscribed but your catchy title will jog their memory. Make sure to include a 
brief note on how to opt-out (unsubscribe) from your list. The next section is 
made up of the body. This is where you include all your articles, ideas, reader 
feedback, or whatever information you would like to share. 

Now we come to the bottom of the e-zine (Fig. 10.2). This is where you make 
your close. This is also where you softly offer your services or your products; 
use no hard sell tactics here. Include complete contact information. Some readers 
may not want to visit your web site and prefer to e-mail you, phone, fax, or 
write. Giving readers multiple contact options helps them reach you with 
information requests, giving you an opportunity to cement the relationship and 
sell more products. 


The E-Zine Close 


Bob is available on a limited basis for copywriting 
of direct mail packages, sales letters, brochures, ads, 
e-mail marketing campaigns, PR matenals, and Web pages 
We recommend you call for a FREE copy of our updated 
Copywriting Information Kit. Just let us know your industry 
and the type of copy you're interested in seeing 

(ads, mailings, etc.), and if Bob is available 

to take your assignment, we'll tailor a package of 

recent samples to fit your requirements. Call Fern Dickey 

at 201-797-8105 or e-mail dickeybfi@aol.com 


Bob Bly 22 E. Quackenbush Ave 
Copywnter/Consultant Dumont, NJ 07628 
www bly com phone 201-385-1220 
rwhly@bly com fax 201-385-1138 


Fig. 10.2. Closing page of the e-newsletter. 


Seven ways to build your e-zine subscriber list 


. Create a “squeeze page.” This is a separate web page providing an online 
subscription form that visitors can use to request your newsletter. As an 
example: www.earlytorise.com. 

. Offer a free report or other bonus as an incentive to subscribe to your online 
newsletter. I do this on my squeeze page at www.bly.com/reports. On 
average, offering a free incentive doubles your subscription rate. 

. Include one or more links on your web site home page to your squeeze 
page, so that site visitors can find the subscription form and sign up. 

. Have an exit pop-up on your site. When the visitor leaves the site, a 
window pops up offering him your free bonus report in exchange for opting 
into your subscriber list. 

. Use a floater. A floater, or “interstitial,” is a window that floats over and 
blocks the user’s view of your home page, and it promotes a subscription to 
your free e-newsletter. You can see an interstitial at www.bly.com. Since 
the interstitial is written in HTML code, separate from the actual web site, it 
is displayed even if the user has a pop-up blocker. Tip: Make sure it’s easy 
for visitors to close the interstitial, as many of them are likely to already be 
subscribers to your newsletter. 


“Free-on-Free Squeeze Page” 


Get 4 FREE Special Reports 
from Bob Bly 
Worth Over $100! 


Sign up for a free, no-commitment subscription to my 
monthly e-newsletter on direct marketing -- The 
Direct Response Letter — and get 4 FREE Bonus 
Reports ... 194 pages of valuable marketing advice 
that can double or triple your response rates: 


FREE Special Report #1: How to Double Your 
Response Rates at Half the Cost 


Fig. 10.3. Squeeze page. 


6. Use Google AdWords pay-per-click ads to drive clicks to the squeeze page 
where prospects can opt into your list and subscribe to your newsletter. 

7. Ask joint venture partners and friends to promote your free e-newsletter to 
their list. In exchange, you agree to promote their offer to your subscriber 
list. This simple technique can add many hundreds of new subscribers to 
your list at no out-of-pocket cost. 


Upselling your free newsletter subscribers to a paid subscription 


Remember, if someone is getting your monthly e-newsletter for free, your goal is 
to persuade them to subscribe to your paid subscription newsletter. Consider 
testing a paid subscription newsletter at a price point of $49 to $99 per year. This 
newsletter can be a traditional 8-or 12-page monthly print newsletter, or it can 
contain the same content delivered via e-mail as a PDF file. Obviously for the 
paid newsletter to be worth $50 to $100 a year, it must deliver valuable content, 
and more content, than your free online newsletter. Otherwise, if I can get 
content just as good as the paid content offered in the free newsletter, why do I 
need to buy a subscription from you? 

You can upsell your free e-zine subscribers to a paid subscription using e-mail 
marketing messages sent to your subscriber list. The act-now incentive is usually 
a combination of a discount and a premium (free gift). For instance, say you 
have a free e-newsletter on personal finance and investing. You want to upsell as 
many of your free subscribers as possible to a monthly newsletter on investing in 
small cap stocks. The small cap stock letter is priced at $99 for a year. In your 
upsell promotions, offer a one-year subscription for $49—a 50 percent discount 
off the regular rate—and give them a free report on “Three small cap winners 
you must buy now.” 


Will your paid subscription newsletter fly? 


The failure rate among start-ups for paid subscription newsletters is high. A 
newsletter is a difficult item to sell. Many people simply are not newsletter 
readers. With the proliferation of free online newsletters, some younger buyers 
do not understand that the content in newsletters can have great value, and 
traditionally publishers sell subscriptions, not give them away. 

To increase your chances of success in publishing a paid subscription 
newsletter, here are the most common reasons why newsletter ideas and 
promotions don’t work, and one good way to overcome each: 


e Lack of a “Big Idea. ”With so many information sources today on virtually 
every topic, why create yet another? To establish its place in the market, 
your newsletter must have a clear “reason for being”’—a reason why it 
should exist and why people would want to buy it, even though other 
publications already exist. 

What’s the “Big Idea” behind your publication? What is its unique 
selling proposition (USP)? For Forbes Nanotech Report, a financial 
newsletter, the “reason for being” is to help investors (the audience) 
increase their profits (the benefit—what it does) by buying shares of 
emerging nanotechnology companies early, then holding on for large gains 
(how it does it). 

Here’s how to counter this problem: To create a strong USP, clearly 
identify the audience, the benefit, and how you achieve the benefit 
differently than other information sources. If the USP is weak, no 
promotion, no matter how strong, is likely to work. 

e Bad fit. You may have a clear promise or big idea, but what if it’s not 
something the reader cares about? Then you are doomed to failure. 


In his 1960 bestseller, Reality in Advertising, Rosser Reeves identified the 
three factors needed to have a strong, effective USP: 


1. Each advertisement must make a proposition to the consumer. Each 


advertisement must say to the reader: “Buy this product, and you will get 
this specific benefit.” 

2. The proposition must be one that the competition either cannot, or does not, 
offer. It must be unique—either a uniqueness of brand or a claim not 
otherwise made in that particular field. 

3. The proposition must be so strong that it can pull over new customers to 
your product. 


The third item mentioned above means that the big promise must be a good 
“fit” with your audience. It is something they want and care about. 

What does your audience really want? You can make an intelligent guess, but 
you really don’t know. That’s why smart publishers do A/B split tests comparing 
different USPs, themes, or creative approaches. 

Often you can test selling propositions inexpensively online with split tests of 
e-mails and landing pages, with one set reflecting sales appeal A and the second 
based on sales appeal B. 

If A is the winner, then a small direct mail test based on concept A would be 
the next step. If that works, roll-out follows. 


e High dispensability. Bombarded by information overload, today’s subscriber 
is less loyal and more apt to discontinue rather than renew. Only those 
publications that he either (a) really, really likes or (b) feels he really needs 
are likely to make the cut in acquisition or renewal decisions. 

At a meeting of the Newsletter and Electronic Publishers Association 
(NEPA), I gave a talk entitled “How to Make Your Newsletter 
Indispensable.” Among the tips I suggested are: 

(a) List the URLs of web sites where readers can go for more information 
on your topic. 

(b) List valuable resources, such as mini-directories of vendors (with 
contact information) that can meet subscriber needs. 

(c) Focus on “news you can use.” Don’t just give facts; present 
actionable ideas and information. 

(d) Include tools the reader can use verbatim, e.g., boilerplate clauses that 
can be inserted into contracts. 

e Soft editorial Hard news publications are inherently less dispensable than 
how-to newsletters. In a pinch, an executive with a beer company can give 
up his favorite newsletter on leadership, but he’s going to keep the fax or 
online service that gives him the daily wholesale pricing on hops and 
barley. 


If your content is of the how-to variety, perhaps it is too general. Instead 
of merely giving tips that sound good, present coherent strategies and 
proven techniques for solving specific problems. Case histories and success 
stories are especially useful for making ideas seem more real. 

e Insufficient ROI (return on investment). If you can prove to the reader that 
the information and advice in your newsletter will save him or make him 
many times more than your subscription fee, your chances of a sale or 
renewal are greatly increased. 

The best strategy is to deliver a rapid ROI, so that the reader’s investment 
is paid back with his very first issue, in the subscription premium, or even 
in the promotion itself. For instance, the outer envelope for a promotion for 
a tax newsletter promised the reader an immediate $6,480 tax savings, and 
the technique was presented on page one of the sales letter. 

e No depth of reader familiarity. The best newsletters often have a “clubby” 
feel. They are written in the voice of one insider or industry member talking 
to another. 

When the editor is an outsider, the newsletter often lacks this 
authoritative voice and readers don’t trust it. Two solutions: 

(1) Hire editors who come from the industry or profession you are 
writing about. 

(2) Have non-expert editors spend time in the field visiting factories, 
attending industry events, and interviewing experts and subscribers one-on- 
one. 


The conclusion? With the glut of information competing for the reader’s time 
and attention, the “free information” culture created by the Internet, and 
increasingly limited corporate budgets, you have to offer extraordinary value to 
your subscribers. That means major benefits (e.g., time savings), rapid ROI, and 
ideas, analysis, or information they cannot easily get elsewhere in such a 
digestible and convenient format. 

Quite a challenge! But a challenge worth taking, when you consider that the 
average newsletter costs the subscriber 20 to 50 times more per page than a 
magazine on a similar subject. For instance, a 100-page monthly magazine with 
an annual subscription rate of $20 costs less than two cents a page versus a 12- 
page monthly newsletter with an annual subscription rate of $100—the 
equivalent of more than 69 cents a page. 


Using direct mail to launch your paid subscription newsletter 


Newsletter subscriptions are sold using both online marketing and direct mail. 
Of these, direct mail is by far more expensive and riskier. Many direct mail 
packages do not work, and when they fail, you are out many thousands of 
dollars. 

So what can you do to avoid this problem? The following are some guidelines 
for making sure your direct mail promotions for your newsletter make a profit 
instead of a loss: 


1. In a launch, if the best package you could create doesn’t come anywhere 
even close to break-even, it’s probably the product, not the promotion. 
Simply put, the newsletter is a bad idea: The topic won’t work with that 
particular audience. 

Should you try again? Probably not. As in the stock market, in newsletter 
publishing, it’s usually best to cut your losses early. If an idea isn’t 
working, find another that will. But don’t throw away more good money on 
a bad idea. 

2. Realistically assess the negative effects of time-and event-based 
depressions in mailing results. 

Yes, 9/11, a stock market crash, or a hurricane can lower your response 
rates, but will they go all the way to zero? If competitors are still doing a 
decent level of business despite the setback, and your response is nil, then 
you can’t blame the economy, the environment, or the market. There’s a 
deeper flaw in your mailing, which sending it out again at a better time will 
not likely rectify. 

3. Study your list results. If just one or two lists pulled a halfway decent 
response—even though, overall, the mailing was unprofitable—there may 
be a glimmer of hope. You may want to retest the winning lists along with 
additional lists that reach a similar audience. 

I cannot overemphasize the need to test as many lists as possible. Even 
for business-to-business newsletters reaching narrow vertical markets, the 


best-performing list may outpull the worst-performing list by 5:1 or more, 
though on the surface the lists and the market they reach appear almost 
identical. You simply have to test. 

4. Perhaps there are markets that are not price sensitive, but most are. Have 
you tested enough price points to determine whether what you’re asking is 
what the customer is willing to pay? 

And keep in mind that the low price doesn’t always win. A toolow price 
can create the perception of low value—an impediment to brisk sales. 

5. Many of us think the market for our information is much larger than it 
really is. As a result, we often dilute our direct mail copy by spending too 
much time appealing to secondary markets. 

While the lay person may think a dentist is a dentist, the truth of the 
matter is that a D.D.S. is likely to have widely different information needs 
than an endodontist, periodontist, or orthodontist. The narrower and more 
precisely you define your target market, the easier it becomes to write direct 
mail copy that is meaningful, relevant, and appealing. 

6. Lack of market focus is one reason for unprofitable newsletter subscription 
promotions. Lack of topic focus for the newsletter itself is another. 

Professional speaker Wally Bock defines a niche as the intersection of a 
topic (e.g., customer service, sales, marketing, pricing, stress management, 
computer skills) with an audience (e.g., accountants, lawyers, doctors, 
plumbers, architects). 

If your audience is, say, accountants, focus on teaching them or keeping 
them up-to-date on what you know best. If that’s client retention, don’t 
dilute your newsletter—and your promotions—with ancillary topics, such 
as time management, succession planning, or tax law. 

7. What if direct mail for a once-successful newsletter is not pulling well any 
more? Should you tweak the package, or should you come up with and test 
an entirely new mailing? There are several schools of thought on this issue. 

Many practitioners routinely vary just the “front end” of their DM 
packages: the outer envelope teaser, letter headline, and the first page of the 
copy. If successful, this kind of front-end testing—which is really the 
testing of new package concepts or ideas—can increase results 25 to 50 
percent, and in some cases even 100 percent. 

“You don’t have to spend a ton of dough on new creative,” writes 
copywriter Doug D’Anna in the October 2002 edition of Hotline. “Take 
your tired, worn-out old control and add new life by simply writing two or 
three new test headlines and letter leads.” 

8. Another school of thought follows the Japanese model of continual 


improvement or kaizan, the idea being that many small, incremental 
improvements can add up to an overall large improvement. 

These marketers constantly test new testimonials, new premiums, new 
offers, new terms, and new guarantees. They vary outer envelope stock and 
color, periodically update body copy to freshen it up, and replace older 
bulleted examples with newer examples. They also add and subtract 
package elements such as lift notes, buck slips, premium sheets, tokens, 
stickers, and other inserts and involvement devices. 

While this can work, it’s slow going, and my experience is that a front- 
end test, as outlined by Doug D’ Anna—rewriting the teaser and letter lead 
—is the quickest and lowest cost way to significantly improve results. 

9. Copywriter Gary Bencivenga says that a format test, such as varying the 
package size and type, can be as effective, or even more effective, than a 
copy change in lifting response. 

If you already know that short copy works best for your publication, test 
your #10 letter package against a double postcard, voucher, snap pack, 
invitation, wrap, forced free trial, and other proven short formats. 

If you already know that long copy works best for you, test your #10 
letter package against a #11 or a #14, a 6 X 9-inch, and a jumbo (9 X 12- 
inch). Also test against a magalog, a digest, a tabloid, and a bookalog.4 

10. Testing leads, format, and copy tweaks can all work, but don’t forget that 
the most basic approach used by virtually every major publisher of 
consumer healthcare and financial newsletters: testing brand-new creative 
packages. 

One problem with headline and lead testing is that the package, as 
mailed, doesn’t integrate the new idea or theme expressed in the headline 
throughout the rest of the copy, because it’s a new headline pasted on old 
copy. Creating a fresh, entirely new package helps ensure that the new idea 
is communicated consistently and powerfully in every sentence. 

The disadvantage of creating a lot of new test packages is the cost. Many 
copywriters will give you a new headline and lead test for a fraction of what 
they charge for a completely new package. 

A solution might be to negotiate the cost of doing new headline and lead 
tests at the time you contract with the copywriter to do a fresh package. 
That way, if you want to test new heads and leads after the initial package 
has mailed, the fee is already established and you can budget for it in 
advance. Expect to pay from 15 percent to 50 percent of the original 
package fee for a separate headline and lead test, depending on the 
magnitude and scope of the changes required to implement the new creative 


idea. 


Selling newsletter subscriptions online 


A colleague recently said to me, “No one has found the winning formula for 
selling subscription newsletters online yet.” I disagree. A number of publishers 
—including Agora Publishing and 21st Century Investor—know exactly what 
works and they are making small fortunes with it. 

The primary concept is that online marketing works best when you e-mail to 
people who already know you. 

Therefore, successful online marketers build their “house file” or “e-list” (lists 
of prospects and their e-mail addresses) using the process outlined below, and 
then they sell to those people via e-mail marketing: 


1. Build a web site that positions your newsletter, editor, or publishing 
company as an expert or guru in your field or topic. This is the “base of 
operations” for your online marketing campaign. 

2. This web site should include a home page, an “About the Company” page, 
editor bios, and a page with a short description of each publication (each 
product or service overview can link to a longer document on the individual 
newsletter or advisory). 

Allow the visitor to read, print, and download a PDF of the most recent 
issue. Also, post the current control promotion (typically your direct mail 
package converted into a long-form landing page linked to an order form). 

3. You should have an “Articles Page,” where you post a few select articles 
taken from your newsletters that visitors can read and download for free. 
Don’t give away your newsletters for free, of course. But give them a taste. 

4. Write a short special report or white paper relating to a hot topic in your 
field, and make this available to people who visit your site. They can 
download it for free, but in exchange, they have to register and give you 
their e-mail address (and any other information you want to capture). 

5. Consider also offering a daily, weekly, or monthly online newsletter or e- 
zine. People who visit your site can subscribe for free if they register and 
give you their e-mail address. You may want to give the visitor the option 


of checking a box that reads: “I give you and other companies you select 
permission to send me e-mail about products, services, news, and offers that 
may be of interest to me.” 

A good example of a free e-zine is “The Daily Reckoning” 
(www.dailyreckoning.com) from Agora Publishing. Another is “Morning 
Briefing” from 21st Century Investor (www.21stcenturyinvestor.com). 

. The more free content on your site, the better. More people will be attracted 
to your site, and they will spend more time on it. They will also tell others 
about your site. 

In time, your site will be regarded as the place to go online for 

information about your topic. The more people who visit for the free 
content, the more likely they are to read sample issues and sign up for your 
paid products. 
. The key, however, is to drive traffic to your site where you get them to sign 
up for either your free report or free e-zine. Once they register, you have 
their e-mail address and you can now market to them via e-mail as often as 
you like. 

With this approach, you can market as many offers as you want, 
whenever you want, to your house e-list at virtually no cost. Therefore, 
even if the promotion pulls a very small response, it can still be immensely 
profitable. You can test quickly and inexpensively, and read the results 
within 48 to 72 hours. 

How often should you e-mail to your house file? Some publishers are 
having success with frequencies as high as two times a day. To test this, 
increase your frequency. When the opt-out rate suddenly increases, you 
know you have reached your maximum frequency. 

Whenever someone clicks onto the landing page and order form for one 
of your paid products, but does not buy, they should get a pop-up screen as 
they click off. The pop-up invites them to sign up for a free report or e-zine 
on the same topic. This way, you capture their e-mail address whether they 
buy or not. 

. The bulk of your online leads, sales, and profits will come from repeat e- 
mail marketing to this “house” e-list of prospects. Therefore, your goal is to 
build a large e-list of qualified prospects as quickly and inexpensively as 
you can. 

. There are a number of online marketing options that can drive traffic to 
your site. These include free publicity; e-mail marketing; banner 
advertising; co-registrations; affiliate marketing; search engine opti- 
mization; direct mail; articles in other e-zines; cross-promotions with 


marketers reaching your audience; and e-zine advertising. 

Also be sure to capture the e-mail addresses of readers who order by 
responding to your postal direct mail package. Do this by offering a free e- 
mail alert or advisory as a bonus. To get the e-mail advisory, the subscriber 
has to give you their e-mail address. 

10. The key to success in online subscription marketing is to try a lot of 
different tactics in small and inexpensive tests, throw out the ones that don’t 
work, and do more of the ones that are effective. 


Provide your subscribers with these value added extras and bonus 
gifts 


Offering one or more premiums—free bonus gifts given as an incentive to 
subscribe—is a standard ploy in direct mail used to sell newsletter subscriptions. 
But what premiums work best? Here are a few of your choices: 

e The super-premium. A super-premium is a special report that delivers all or 
most of the information, secrets, or strategies promised in the mailing piece. 
Example: A magalog for Weiss’s Safe Money Report offers a super- 
premium, “Grow Up to 1,000% Richer in the Great Stock Market Panic,” 
that delivers on the big promise of the mailing. The offer of the super- 
premium is made on just about every other page of the 24-page self-mailer. 

e The owner’s manual An owner’s manual advises the subscriber how to use 
the service for maximum results and benefits. An options trading course, 
for instance, will typically have a premium explaining terms (e.g., “puts” 
versus “calls”) and the types of trades the service makes (e.g., “straddles”). 

e The vertical premium. A vertical premium is an in-depth report covering one 
specific area the newsletter deals with rather than the bigger picture. A 
newsletter on information technology, for instance, might have a special 
report on supply chain management or enterprise resource planning. 

e The resource guide. A resource guide is a mini-directory of vendors, 
suppliers, associations, web sites, and other resources of interest to the 
newsletter’s target audience. Be sure to include addresses, phone numbers, 
e-mail addresses, and Web URLs for listed resources. 

e Surveys. The results of subscriber surveys are of great interest to potential 
subscribers. When Hospital Admitting Monthly added the offer of a salary 
survey premium, response to its control jumped 50 percent. 

e Best of’s. If you have a regular column that is highly popular with 
subscribers, collect a dozen of them or so in a “best of” premium. 
Newsletters covering regulatory or legal issues have done this with monthly 
columns on court cases and their outcomes (e.g., “The Best of ‘You Be the 
Judge’”). 


e The editor’s magnum opus, Be careful of offering a book by the editor as a 
premium, especially if the book is a best seller or the newsletter is 
expensive. If the book is a best seller, many potential subscribers will 
already own it. If the newsletter is expensive, you’re better off offering a 
premium with a higher perceived value than a book. 

e E-zines. If you send weekly e-mail updates between monthly print issues, 
talk about the “free e-zine” they receive as a bonus for subscribing. 

e E-Alerts. Some newsletters offer periodic, unscheduled e-mails when there is 
important news or instructions that cannot wait for the next print issue or e- 
zine. If you do this, position it as a value-added premium service. 

e Online archives. Access to your password-protected subscribers-only web 
site is a bonus for subscribers to your print or online newsletter. One feature 
subscribers look for is an online archive of back issues. If they are 
searchable by keyword, even better. 

e Forums and chat groups. Hosting a forum, chat group, or other online 
community where subscribers can network and share best practices is 
another nice little online extra. Reading the postings is also great research 
for your marketing and editorial people. 

e Telephone hotlines. Many monthly newsletters offer subscribers a telephone 
hotline they can call to hear current news and advice; such hotlines are 
typically updated weekly. 

e Conference invitations. You can offer potential subscribers invitations to 
exclusive conferences, workshops, and seminars. They should get these 
invitations early, before the general public, and a subscriber’s discount on 
the registration fee wouldn’t hurt either. 

e Transcripts. Transcripts of conferences, seminars, speeches, lectures, even 
TV or radio appearances by the editor can make attractive premiums. 

e Audio and video files. You can record your editorial staff when they give 
presentations and offer audios or videos as premiums. Videos have a higher 
perceived value. I prefer audio files because busy people can listen to them 
in the car. 

e CD-ROMs. A CD-ROM can present multimedia material that’s difficult to 
reprint in a printed report. The CD-ROM that comes with my book Public 
Relations Kitfor Dummies, for example, includes samples of video news 
conferences. 

e Software, At least one financial newsletter I’ve seen recently includes 
trading software as a premium for new subscribers. Software has a high 
perceived value. Is there a simple spreadsheet, such as a cost calculator, you 
can put on a disk or CD-ROM and offer as a premium? 


e Three-ring binders. For a newsletter that has lasting shelf value as a 
reference, you can offer a free three-ring binder the subscriber can use to 
store all his issues in one convenient location. 

e Merchandise. Merchandise, a common premium for magazine subscriptions, 
is seldom used in newsletter promotions. There are rare exceptions. Release 
1.0, a technology newsletter aimed at high-level decision-making 
executives, offers a Release 1.0 baseball cap as a “payment with order” 
premium. 
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Recurring Revenues with Membership Sites 


Paid subscription newsletters can be fun and profitable to write. Newsletter 
readers look to the editor as their guru and advisor. Therefore, you can write in a 
highly personalized, opinionated, and authoritative voice (see Chapter 5 for a 
discussion of voice in how-to writing). Few other media give you as much 
editorial freedom and flexibility or are as powerful a bully pulpit for your views. 

The drawbacks of newsletters are twofold. First, newsletters are not an easy 
product to market. Second, when you publish a paid subscription newsletter, you 
live with constant deadlines: As soon as you put this month’s issue to bed, you 
have to immediately get started on next month’s issue. And it never ends. 

The most profitable and enjoyable online information publishing vehicle that 
generates recurring revenues is a paid membership web site—and any how-to 
writer can produce one. Unlike a newsletter, which is published on a strict 
schedule that cannot be altered, your membership site can be launched and 
updated at your convenience, and readers and customers can be alerted to your 
more important content updates by e-mail or by an RSS feed. 

However, for brand-new writers, a paid membership site is not the place to 
start your how-to writing or information packaging career: It requires a lot of 
content, and you probably don’t have enough of it. But if you have been writing 
for a while and you are an experienced expert in your subject, and you have a lot 
of articles and other content on your hard drive, a membership site may be the 
perfect vehicle for profiting from your writings and knowledge—and for 
bringing them to a wider audience. 


What are membership sites? 


Many writers, publishers, Internet marketers, and entrepreneurs are launching 
“membership web sites,” also known as subscription web sites. These are web 
sites, packed with valuable content and tools on a specific topic, which can only 
be accessed by users who pay a subscription or membership fee. For an example, 
see my membership site at www.infoproductcentral.com. 

Membership sites are an ideal way to provide great how-to resources. 
Available content can include audio, e-books, special reports, blogs, forums, 
streaming video, online calculators and other tools, and newsletter archives. The 
membership fee is usually monthly, though some membership web sites offer an 
annual option, and others allow you to buy content piecemeal. 

Peter Schaible, founder of SWEPA, a professional organization focusing on 
membership web sites, and now merged with the Mequoda Group, offers the 
following suggestions for launching and marketing your own membership site 
(assuming you have already selected a content area around which you want to 
build your site): 


1. Write a 25-word, promotionally oriented description of your site, e.g.: 
“Vintage Ford, Mercury owners and admirers, www.shoeboxford.com. is 
your complete, one-stop source for 1949-1951 Ford/ Mercury news and 
information. Need parts now? We’re your site!” 

2. Submit your 25-word descriptions to web site directories relevant to your 
topic. To find these directories, search Google for your topic’s most basic 
keyword phrase, plus the word “directory.” For our shoebox example, our 
Google search might read: “Vintage auto directory.” 

3. Write a press release announcing the launch of your site and e-mail it to 
relevant media. The press release should be pasted into the body of the e- 
mail, not sent as an attached file. Continuing with our shoebox example, 
you might mail your press release to editors at automotive magazines. 

I am guessing you already know how to write and distribute press 
releases. If not, see the book Public Relations for Dummies written by Eric 


Yaverbaum, Ilise Benun, and myself. Also see the sample press release in 
Appendix B. 

4. Compile a list of e-zines that reach your target market. To find these e- 
zines, search Google for your topic’s most basic keyword phrase plus the 
word “e-zine.” For our shoebox example, our Google search might read: 
“Vintage auto e-zine.” 

Also check out such sites as Wwww.ezine-universe.com and 
www.freezineweb.com. 

5. Write short articles (100 to 200 words) and tips on your topic, and submit 
them to e-zines. Always include a link to your membership web site. You 
are offering these articles free to the e-zine publishers in exchange for them 
promoting your membership site to their subscribers by including its URL 
when they run your article. 

6. Add the name of your membership web site, its URL, and a one-line 
description of its purpose and contents to your e-mail signature file. For our 
example of www.shoeboxford.com, the one-line description might be, “We 
find the parts—you build the car!” 

7. Join online discussion groups that talk about your topic and get involved in 
the discussion. Many of the people in the group who read your e-mails will 
click on the URL link in your sig file, generating hits to your web site. 

8. Add a “Links” page to your membership web site and place on it links to as 
many related web sites as you can find. The more links you have, the higher 
your rankings with the search engines will be. 

9. Submit your site to the major search engines including www.google.com, 
www.yahoo.com, bing.com, Wwww.excite.com, Www.altavistacom. , 
www.hotbot.com, and www.lycos.com. 

10. Continue all these activities to generate site traffic and positive press for 
your membership web site. Periodically develop and submit new press 
releases and free articles to keep the buzz going. 


To Peter’s list I add a few more suggestions: 


e Measure the conversion rate of your traffic: the percentage of visitors who 
become paid subscribers. 

e Test your home page and sign-up page copy to increase your conversion 
rate. 

e Use keywords in your home page’s title and body copy to optimize it for 
search engines. 

e Offer a free bonus for immediate sign up, such as a free e-zine or free 


content in a downloadable PDF; see www.bly.com/reports as an example. 

e The narrower the focus of your membership web site’s topic, the more you 
can charge—and the lower your “abandon rate” (number of subscribers 
who drop out) will be. 

e Update and add content to your site frequently—weekly at least and 
preferably daily. If the site content does not change, subscribers have no 
reason to continue subscribing once they have accessed all of the existing 
content. 

¢ Add useful online calculators, content libraries, and other useful tools which 
visitors will want to use again and again, and must remain members to do 
so. 


Membership site software 


A membership site needs specialized software to run on. There are a few major 
membership site software packages available. The major ones are Membergate, 
A-Member, and Info Socia. Of these, Membergate is the market leader. The 
functionality these software packages provide for your membership site includes 
the ability to: 


e Post and make accessible content in multiple media formats and in many 
different categories—for instance, have an archive section of tele-seminar 
audios downloadable as MP3s and a special reports library downloadable as 
PDEs. 

e Have a method your members can use to contact the membership site owner 
(you) directly from the site online, such as a button that allows members 
and visitors to send you an instant e-mail from the site. 

e Maintain a database of members with their e-mail addresses. 

e Broadcast e-mails to your members: both online newsletters as well as 
invitations and announcements (e.g., inviting them to a members-only tele- 
seminar). 

e A shopping cart that allows nonmembers to enroll and pay for their 
membership online using a credit card or PayPal. 

e Divide content areas on the site into (a) free to any visitors versus (b) for 
paid members only. 

e When a nonmember attempts to access paid content available to members 
only, a button or window should lead him to a sign-up page where he can 
buy a trial membership and, upon doing so, instantly obtain access to the 
content he wants. 

e On the sign-up page, offer a choice of different membership levels (see the 
next section below for details) at different price points. Also offer different 
billings options, such as monthly versus quarterly versus annual. 

e A content management system that makes it easy for you or your webmaster 
to post new content on the site. 


You can see as an example my membership site 
www.infoproductcentral.com. As you look at it, notice some key features 
on the home page: 

e Expert bios: Membership sites are content-rich, members-only web sites that 
typically contain the writings of a single expert or a group of experts. The 
bios of these experts should be prominent on the home page of the site. 

e Positioning statement: The positioning of my membership site with Fred 
Gleeck, www.infoproductcentral.com, is that we teach Internet information 
marketing in a hype-free and honest fashion. This is communicated on the 
home page copy. 

e There are two buttons that give you access to the full site. The “current 
member” button gives members access when they input their user names 
and passwords. “Join now” takes you to a shopping cart where you can buy 
a membership. 


When you log in as a member, you go to a menu page that shows you all the 
stuff available on the site for members. On www.infoproductcentral.com. , this 
includes a list of content by topic; an article library; downloadable MP3 audio 
files; streamlining videos; and downloadable PDF files. There are special 
sections highlighting software; a reports library; guest contributors; new topics 
on the forum; and the latest articles, audios, and videos posted. 


Membership pricing and terms 


What can you charge for a membership to your web site? 

Membership site memberships are typically billed monthly to the member’s 
credit card or PayPal account. The monthly membership fees typically range 
from $9 for a general topic to $49 or higher for more specialized topics. 

Some membership sites offer monthly, quarterly, and annual billing options. 
Since the annual option improves your cash flow, you may want to offer a 
discount on that option versus the regular monthly rate. Commonly, a one-year 
subscription costs the equivalent of 10 months, so if the monthly membership 
fee is $29, the annual fee would be $290. 

On www.infoproductcentral.com, Fred Gleeck and I offer three levels of 
membership. For the $29 a month basic level, “silver” members get access to all 
content on the site. The gold membership, at $49 a month, gives members 
everything available to silver members plus a free monthly tele-seminar. The 
$79 a month platinum level gives everything in the gold membership, plus e- 
mail access to me and Fred for asking us questions and receiving our answers. 

Tip: Why offer three levels of membership at three price points? When you 
offer only two levels, most people take the cheaper. However, when you offer 
three levels, the average order is for the middle level, giving you more revenue 
per member. 


How to quickly and easily create a high-value paid membership 
site 


The idea behind a membership site is actually quite simple: rock-solid, useful 
content, and a ton of it. 

This is why I think it’s difficult for a new or young how-to writer to put 
together a membership site, though plenty have done it. To sit down and create 
enough content to fill a member site from scratch is an enormous undertaking. 

An easier way to build a membership site is to wait until you have been 
writing for a few years. You’ll have built up a library of content to which you 
own all the rights. When it’s time to build your membership site, load up the site 
with all of that great content, and your members will be getting their money’s 
worth. 

My partner Fred Gleeck and I did not start our membership site until we were 
both 50. Combined, we had hundreds of articles and countless hours of audio 
and video, so when the site was launched, new members were dazzled by the 
sheer volume. 

One mistake we made that you should avoid is not labeling the content 
clearly. For instance, “September 2008 Writer’s Conference Speech” as a title 
for an MP3 audio file may be clear to you, but the member has no idea what the 
speech is about. A better label would be a descriptive title; e.g., “Six Ways to 
Earn Six Figures as a Freelance Writer.” 

Since new content is important for membership retention, all new content 
posted on the site should be made available in a special section highlighting the 
material as new. Otherwise, if you just add material without pointing it out to 
members and segmenting it as new content, it loses much of its marketing value 
to you. 


Do you own your content? 


Always make sure you control the rights to your writings, speeches, audios, 
and videos by following these three simple tips: 


1. Never sign any form giving up all rights to audio and video recordings 
of presentations you give for associations or other groups. Specify that 
both you and the event sponsor jointly own the rights, and you can 
each do with the recording as you please. Also insist on getting a 
master of the audio or video. 

2. When writing articles for magazines, newsletters, or web sites, type 
“First rights only” in the upper left corner of page one of the 
manuscript. Do not sign or accept an agreement that asks you to give 
up these rights. 

3. In book contracts, make sure there is a clause saying the rights to the 
book revert to the author when the book goes out of print. 


Marketing your membership site: the 1,000 member goal 


Your membership and income goal for your membership site can be whatever 
you want it to be. The important thing to realize is that you do not need a 
massive number of people to join for your membership site to be immensely 
profitable. 

Let’s say you charge $29 a month, or $290 a year. If you have only a thousand 
members (and remember, I have 80,000 subscribers to my free e-zine, so a 
thousand members is an ambitious but achievable goal), you will gross $290,000 
a year from membership site fees, all collected automatically via the Internet. 

Many freelance writers I know have annual incomes of less than $40,000 a 
year. I am sure having a recurring passive income stream of $290,000 a year 
would considerably relieve financial pressure and give them a great cash cushion 
against the vagaries of the freelance writer’s life. I would guess it would for you 
too, yes? 

No matter what you charge for monthly membership, there is some price 
resistance: People are wary of giving you their credit card to be billed monthly 
with no foreseeable end. To overcome this, I offer a 10-day trial period. The new 
member enters his credit card on the membership site shopping cart. But we do 
not bill him for the first 10 days. 

During those 10 days, the new member can theoretically extract from the 
membership site virtually all the content there, downloading all the special 
reports, printing all the articles, listening to the audios or burning them onto CDs 
for later listening. He knows this, and so he is eager to accept the 10-day no-risk 
trial. 

What happens, of course, is that he doesn’t want to spend 10 solid days on the 
site, but would rather go through the material at his own pace when time permits. 
Therefore, if the content is good, he will not cancel and we will start billing his 
credit card the monthly membership fee. 


How to keep paid members from unsubscribing 


One of the biggest challenges for the how-to writer running his own membership 
site is retaining members. There is really only one strategy that can prevent your 
members from leaving: continuously posting fresh content on the site. 

What typically happens is that the writer creates the membership site using 
Membergate or another software package and then dumps everything he has ever 
written or recorded into it. This is actually not a bad strategy: For a membership 
site to be worth the monthly fee, there has to be a lot of content in it. 

However, after a week or a month or two, the member will have worked his or 
her way through the site several times, read or listened to or watched everything 
of interest, and then concluded there is nothing else for him, at which point he 
cancels the membership. 

The solution is to always have fresh content on the site. There are several 
ways to make sure your site retains members with a steady stream of new 
content. These include: 


e Hold a monthly members-only tele-seminar or webinar. Post a recording of 
the tele-seminar on an archive audio section on the site after each event. 

e Write columns and articles for other publications. Retain all rights. After the 
articles are published, post them on your site. 

e Have one or more members-only blogs and post to at least one blog at least 
once or twice a week. 

e Record and post a short video message or tutorial for your members once a 
week. 

e Post excerpts or chapters from books and e-books currently in progress. 
Some authors have found this to be an excellent way to receive 
knowledgeable input on their works-in-progress. 

e Have one or more “What’s New?” sections on the home page and menu page 
that clearly indicate what content is new and make it easy to click on and 
download. 


Another great membership retention strategy is to put up a members-only 
forum and work hard to make it very interactive, useful, and essential. Send e- 
mails encouraging members to use the forum. Get involved in the forum yourself 
so members can communicate with you more easily and directly. If the forum 
becomes an important resource and networking tool for them, many will stick 
with their membership just to continue their access to the forum alone, even if 
they no longer feel a great need for the other content. 


12 


Speeches, Presentations, and Workshops 


Most people, especially introverted writers, rank public speaking high on the list 
of things they don’t like to do. Author George Plimpton says, “One of life’s 
terrors for the uninitiated is to be asked to make a speech.” Making presentations 
is an unavoidable part of corporate life, so why not make the best of it? The 
following may help you prepare a more interesting, informative, and persuasive 
talk the next time you’re asked. 

Public speaking is great for building your reputation as an expert in your field, 
and it’s also a lucrative profit center in its own right. Many experts and 
professional communicators earn mid to high six-figure incomes primarily 
through their public speaking, and the top speakers can hit seven figures. I have 
been paid more to give a seminar than the advance I have received on certain 
books! 


How to give great talks 


Experience shows that 20 minutes is a good length for a presentation. Less 
seems insubstantial; more is boring. An hour is the maximum. If you’re asked to 
speak for a longer time, stop after an hour and give your audience a break. 

Since the average person speaks at a rate of about 100 words per minute, a 20- 
minute talk is 2,000 words long. This translates into eight pages of double- 
spaced typewritten copy (on the basis of 250 words per page). A good pace for 
matching visuals with your narration is one visual for every minute you’re 
speaking. 

It is important to know your audience, since different people are interested in 
different aspects of a subject for different reasons. Let’s say, for example, that 
the subject of your presentation is new advances in pump design. Engineers 
would be interested primarily in the capabilities of the available equipment, 
while plant operators would want to learn how the systems work and how to 
troubleshoot them. Purchasing managers, on the other hand, would be interested 
in their cost. 

Many subject matter experts, when faced with giving a talk, do so with a 
minimum of preparation, perhaps because they feel that the topic is so cut-and- 
dried that a straightforward recitation of the facts is sufficient. 

But it isn’t. If your voice drones along in a monotone, or if your talk is dry, or 
if the content lacks excitement or new or useful information, your audience will 
be bored. And you will lose them early in the speech. “Everything God created 
has a kernel of excitement in it, as has everything civilization invented or 
discovered,” observes Joseph J. Kelley, Jr., who was speechwriter to President 
Eisenhower and many other political figures. 

His statement applies to technical presentations as well as political speeches. 
Technical topics are not dry and dull in themselves. Rather, whether a subject 
makes for an interesting talk or a boring one depends on the style of the speaker 
and the content of the lecture. 

Make your topic fascinating by digging for useful applications, immediate 
benefits, new developments, or little known facts. Read popular science 


magazines, the better trade journals, and science stories in newspapers to see 
how skilled writers turn highly technical material into interesting reading, and 
employ these same techniques. 

How much time goes into researching, writing, and preparing for a speech? 
According to Best Sermons, a religious magazine, it takes clergymen about 
seven hours to prepare a 20-minute sermon. Terry C. Smith, a presentations 
expert and author of the book Making Successful Presentations, says that to give 
his best effort requires one hour of preparation for every minute he will talk. 

Of course, the time you must spend preparing your talk depends on several 
factors: your experience and skill in public speaking; your knowledge of the 
topic; whether assistance for research and visual preparation is available; and the 
importance of the talk. Also, it takes considerably less time to brush up an old 
presentation than to create a new one. 

The point, however, is that preparing a memorable address requires many 
hours—much more time than inexperienced speakers ever dream would be 
required. Plan your schedule accordingly so you can give your talk the attention 
it deserves. 

In a 20-minute, 2,000-word presentation, there are limits to the amount of 
information that can be transmitted. To ensure a meaningful, informative talk, 
focus on a narrow, specific subject rather than a broad-based area. For example, 
“Chemical Process Equipment” is too broad a topic for a presentation, but 20 
minutes is just the right amount of time for giving a useful lecture on “Seven 
Tips for Sizing and Selecting Static Mixers.” 


Write for the ear, not the eye 


A speech is just that—speech. And writing a speech is not the same as writing 
for the printed page. Words intended to be spoken must sound like conversation, 
or else the talk will seem stiff and stilted. 

To ensure a good talk, read your rough draft aloud first to yourself, and then 
to others. Rewrite any sentences that sound awkward or unnatural until they roll 
off the tongue (and into the ear) smoothly and naturally. 

A little humor can help lighten a heavy technical talk and prevent your 
audience from drifting off. But overdoing the humor can ruin an otherwise fine 
presentation and erode your credibility. 

The best way to handle this is to pepper your talk with tidbits of warm, gentle, 
good-natured humor. Be wary of using outright jokes, unless you are a natural- 
born comedian. Do not use off-color humor at any time, because what is funny 
to one person is offensive to another. Never lead off with a prepared joke. If it 
fails, it turns off the audience, and you look like a clown. 

You are probably knowledgeable about the topic of the presentation, or you 
wouldn’t have been asked to talk. But this doesn’t mean you know everything 
about it or even enough to put together an engaging lecture. 

Good speakers supplement their own knowledge and experience with outside 
research and examples. The Internet and the library are two good places to start. 
Books, magazines, newspapers, trade publications, web sites, and user forums 
can provide a wealth of data, ideas, advice, and anecdotes. Interviews, informal 
chats, and letters exchanged with colleagues and experts in the field can add 
further to this information base. 

Gather about twice as much material as you need. Then, when drawing on 
these data, you can be choosy, selecting only the best stuff. The process of doing 
research will also act to permanently increase your own knowledge, and this is a 
real confidence-builder to the speaker. As Cicero once said, “No man can be 
eloquent in a subject he does not understand.” 

The best way to organize your thoughts is to make notes on index cards. Jot 
down one idea or one piece of information per card. You may also want to make 


a rough outline of your talk, and then arrange the cards according to the topics 
on the outline. This helps you arrange the material in logical sequence, and it 
also reveals which areas require further research. 

Every talk has three parts: beginning, middle, and end. In the beginning, you 
state your purpose and provide a preview of what will be covered. This preview 
is a quick summary of the outline of your talk. In the middle, you go through the 
outline point by point. Be sure to cover every topic promised in the preview. In 
the end, you sum up your talk and ask for any appropriate action (for example, a 
scientist might ask top management for funds to pursue a particular avenue of 
research or a Salesperson might ask a group of prospects for an order). 


Sample Seminar Outline 
Title: Generate More Leads and Sales with Free White Papers 


Description: Offering white papers and other free content as premiums— 
known as “bait pieces”—can double the response to your marketing 
campaigns. In this session, you will learn how to create free content offers 
that generate more leads while achieving other marketing objectives, such 
as gaining a reputation as a thought leader in your industry. 


What You Will Learn: 


e Five reasons to offer free white papers in your marketing 

e Choosing white paper titles and topics with the strongest appeal to 
prospects 

e How to catch more prospects when fishing for sales leads 

e Generate twice as many leads at half the cost 

e The four characteristics of a successful offer 

e How to interest the prospect in your product and not just your white 
paper 

e Increasing perceived value with electronic information premiums (CDs, 
DVDs, flash drives) 


Overcoming stage fright 


According to an article in Science Digest, psychologists estimate that 80 percent 
of the population suffers from stage fright. What can you do to overcome 
butterflies? 

Practice helps. The more speaking experience you gain, the less frightening it 
seems. There are also seminars that teach stress relaxation and confidence- 
building techniques designed to reduce nervous tension. 

However, many professional speakers would advise you not to eliminate stage 
fright. A little anxiety, they say, is a good thing. It pumps you up, keeps you 
sharp and alert, and helps you “get psyched,” so you can do your best. 

While talking, make eye contact with individuals in the audience. Look at a 
person and act as if you’re speaking directly to him or her. After a minute, pick 
someone else. Doing so helps you communicate with the audience rather than 
just read to them. 

Speak loudly enough that people in the back of the room can hear you. If 
people are too far away, ask them to move closer before you start. Use gestures, 
tone, and volume to emphasize key points. Stick to your main points as outlined 
in the visuals and your notes. Don’t wander off on tangents. 

If you intend to distribute a leave-behind (such as a bound booklet containing 
copies of the visuals or a reprint of the speech), say so before you begin your 
talk. That way, the audience knows they don’t have to take notes and they can sit 
back, relax, and enjoy the speech. But don’t hand out the leave-behind until after 
the presentation. If you distribute it before or during the talk, people will read it 
and ignore the speaker—you. 

Leave time for a question-and-answer period. Take all questions only after 
your talk, rather than allowing interruptions. At the conclusion, summarize your 
main points and tell the audience what action they should take, or at least what 
you expect them to have learned, or want them to believe. 


Using visual aids 


Visual aids have become standard in public speaking, and with good reason— 
visuals reinforce the presentation and help the audience remember your talk after 
it’s over. Visuals also serve to focus audience attention on the speaker. 

There are other benefits. According to a study by the Wharton School, the use 
of visuals results in a greater percentage of the audience agreeing with the 
speaker’s point of view. When visuals are used, participants come to a decision 
faster. And they perceive the speaker as more professional, more credible, more 
interesting, and better prepared than speakers who don’t use visuals. 

With today’s modern computer graphics, visuals are affordable to firms of 
every size. Media include PowerPoint presentations, slides, overhead 
transparencies, and flip charts. When preparing your visuals, select the format 
that will convey your message most effectively. The basic types of visuals used 
in technical presentations and the information they best serve to communicate 
are listed in the table below: 


This Visual Shows 
What something looks like 


Visual 
Photograph or drawing 
Map 


Diagram 


Where it is located 


How it works or is organized 


How much there is (quantity) 


Pie chart Proportions and percentages 


Bar chart Comparisons among quantities 


A body of data 


Table 12.1. Types of Visuals 


The key to creating successful visuals is not to cram too much onto a single 


slide. Each slide should contain no more than one simple graph or chart, or five 
short lines of text. 

A good test of legibility for color slides is to hold the slide at arm’s length and 
read it. If you can’t make out the words, chances are the people in the back of 
the room won’t be able to read the slide when it is projected. 

Note: When creating PowerPoint presentations to be used in webinars, make 
sure the slides are legible. View your sides in PowerPoint at 40 percent to 
simulate the reading experience your attendees will have. Use larger type than 
you would when creating PowerPoints for an in-person audience; 18-point type 
is recommended. 

Atrive early to check out the room and the equipment. Anyone who doesn’t 
think this is important hasn’t heard the words, “But no one said you wanted a 
projector!” If possible, run through the talk in the conference room before the 
audience arrives. 


How to use PowerPoint effectively 


PowerPoint has become the de facto standard for making presentations in the 
corporate world today. Yet everyone—even Dilbert!—talks about how boring 
PowerPoint presentations can be. Why is that? 

To begin with, relying on PowerPoint takes the focus away from where it 
should be—the content, message, and audience—and puts it on the technology. 
It’s like telling a writer, “I don’t care how good the piece is, as long as it’s in the 
latest version of Word.” 

Second, it encourages a conformity that can rob speakers and presentations of 
their individuality. All PowerPoint presentations tend to look alike after awhile. 

Third, it is boring. Many bad presentations have been prepared with 
PowerPoint. I believe the very use of the medium can itself be a signal to some 
audience members that says, “Prepared to be bored.” 

Fourth, it renders many speakers ineffective, or at least less effective. When 
the speaker is focusing on his clicker, keyboard, or computer screen, he is not 
focusing on, or interacting with, his audience, a key requisite for a successful 
talk. 

Fifth, it locks the speaker into the prepared slides, reducing spontaneity, ad 
libbing, and the valuable ability to adjust the presentation in response to 
audience reaction and interest—another requisite for a successful talk. 

Sixth, it can literally put the audience to sleep. What’s the first step in 
preparing an audience to view a PowerPoint presentation? To dim the lights, an 
action proven to induce drowsiness. 

Can you really give an effective presentation without building it around 
PowerPoint? Of course. But let’s say you are putting together a presentation for 
an event that requires speakers to use PowerPoint. What can you do to make it 
more effective? Here are four suggestions. 

First, don’t have the projector on all the time. Use PowerPoint selectively, not 
throughout the entire presentation. When there’s a valuable picture to show, 
show it. When you’re through with it, turn off the projector and turn the lights 
back on. The brightness rouses the audience out of their darkness-induced 


stupor. In a darkened room, it’s too easy to close your eyes and nod off. 

Second, use visuals only when they communicate more effectively than 
words. If you are talking about quality, having the word “Quality” on the screen 
adds little to your point. On the other hand, if you want to explain what an 
aardvark looks like, there are no words that can do it as effectively as simply 
showing a picture. 

Third, consider adding other media as supplements or even alternatives to 
PowerPoint. When I taught telephone selling, the sound of a ringing telephone 
and a prop (a toy telephone) engaged the trainees in a way computer slides could 
not. 

Fourth, design your presentation so that, if there is a problem with the 
computer equipment, you can go on without it. There’s nothing more 
embarrassing than to see a speaker fall apart because he can’t find the right slide. 
Use visuals as an enhancement, not a crutch. 


When and where to speak 


Unless you are sponsoring your own seminar, you will need to find appropriate 
forums at which your company personnel can be invited to speak. How do you 
go about it? 

First, check your mail and the trade publications you read for announcements 
of industry meetings and conventions. For instance, if you sell furnaces for steel 
mills and want to promote a new process, you might want to give a paper on 
your technique at the annual Iron and Steel Exposition. 

Trade journals generally run preview articles and announcements of major 
shows, expos, and meetings months before the event. Many trade publications 
also have columns that announce such meetings on both a national and a local 
level. Make sure you scan these columns in publications aimed at your target 
market industries. 

You should also receive preview announcements in your e-mail. If you are an 
advertising manager or the owner of your own small business, professional 
societies and trade associations will send you e-mail messages inviting your firm 
to exhibit at their shows. That’s fine, but you have another purpose: to find out 
whether papers, talks, or seminars are being given at the show, and, if so, to get 
your people on the panels or signed up as speakers. If the show e-mail doesn’t 
discuss papers or seminars, call up and ask. 

Propose some topics with you as the speaker. Most conference managers 
welcome such proposals, because they need speakers. The conference manager 
or another association executive in charge of the “sessions” (the usual name for 
the presentation of papers or talks) will request an abstract or short 100-to 200- 
word outline of your talk. 

Because many others will be pitching speakers and presentations to the 
conference manager, the earlier you do it, the better. Generally, annual meetings 
and conventions of major associations begin planning eight to twelve months in 
advance; local groups or local chapters of national organizations generally book 
speakers three to four months in advance. The earlier you approach them, the 
more receptive they’ ll be to your proposal. 


You can “recycle” your talks and give them to different groups in the same 
year or different years, tailoring them slightly to fit current market conditions, 
the theme of the meeting, or the group’s special interests. When you create a 
description, outline, or proposal for a talk, keep it on your hard drive. Then, 
when other speaking opportunities come your way, you can quickly edit the file 
and print a customized proposal or abstract that you can fax or e-mail to the 
person in charge of that meeting. 

Since one of the goals of speaking is to build your reputation as a top expert in 
your topic, you want to pick a topic that relates to and helps promote your 
business but is also of great interest to the group’s audience. Importantly, the 
presentation does not sell you directly, but sells you by positioning you and your 
company as the expert source of information on the problem your product or 
service addresses. As such, it must be objective and present how-to advice or 
useful information; it cannot be a sales or product presentation. 

One last tip: If you are not on an organization’s mailing list to receive advance 
notification of meetings and conventions of your industry associations, subscribe 
to the organization’s e-newsletter on their web site. Or call or write a letter. 
Their names and addresses are listed in The Encyclopedia of Associations, 
published by Gale Research and available in your local library. 

So where can you speak? Almost anywhere. Associations, clubs, religious 
organizations, civic organizations, charitable groups, chambers of commerce, 
community centers—any might be open to a program that would be entertaining, 
informative, and relevant to its members. To get paid well for a talk, market 
yourself to meeting planners at national associations. You can earn $1,000 to 
$10,000 for a one-hour keynote presentation at a national meeting; at local 
chapter meetings, speakers are usually vendors speaking for free to pitch a 
product or service. You need not be a Winston Churchill, Erma Bombeck, or 
Orson Welles to succeed as a speaker. A florist can demonstrate the art of flower 
arranging; a karate instructor can demonstrate the art of self-defense; an art- 
gallery owner can give pointers on buying sculpture; a dentist can talk about 
saving money on major dental work. 

Make a list of societies and neighborhood groups you belong to, adding the 
names of local clubs that might be attracted to what you have to say. The next 
step is to contact the program chairman and propose your program. 

Don’t expect to be paid for your efforts at local meetings. Comparatively few 
speakers are paid at this level. Of course, if you were being paid, you’d probably 
be restricted from mentioning your own business—no one likes paying for a 
commercial. As a speaker who is not being paid, you should ask yourself several 
questions: 


e How many people will attend? The more people, the more prospects. Make 
sure that if your speech includes visual elements, they can be seen by 
everyone. 

e What else is on the club’s agenda? As we mentioned, the event may be the 
incorrect forum for your product or service. You want to speak to people 
who want to hear what you have to say, not just people who happen to be 
members and are showing up merely to socialize with other members. 

e Do you expect to take orders after the speech? At some gatherings, it is 
perfectly acceptable for a speaker to hand out promotional information after 
a speech. However, many organizations feel this is too blatantly 
commercial, and they will forbid you to hand out promotional material or 
even refer to your business directly. Find out how the program chairman of 
the organization you’re interested in feels about your blending information 
with salesmanship. 

e Can I get an info product out of this presentation? Is your talk being 
professionally recorded on audio, video, or both? If not, will the 
organization let you digitally record the audio or video on your own, at your 
expense? If they are recording it, will they supply you with a master for 
duplication and permission to use it as an information product? 


Screening speaking opportunities 


On occasion, meeting planners and conference executives may call to ask you 
(or a representative from your firm) to speak at their event, rather than you 
having to seek them out and ask them. 

This is flattering. But beware. Not every opportunity to speak is really 
worthwhile. Meeting planners and committee executives are primarily concerned 
with getting someone to stand at the podium, and they do not care whether your 
speaker or your firm will benefit in any way from the exposure. So, before you 
say yes to an opportunity to speak, ask the meeting planner the following 
questions: 


e What is the nature of the group? 

e Who are the members? What are their job titles and responsibilities? What 
companies do they work for? 

e What is the average attendance of such meetings? How many people does 
the meeting planner expect will attend your session? 

e Do they pay an honorarium or at least cover expenses? 

e What other speakers have they had recently and what firms do these 
speakers represent? 

e Do they pay those other speakers? If so, why not pay you, too? 


If the answers indicate that the meeting is not right or worthwhile for your 
company, or if the meeting planner seems unable or unwilling to provide 
answers, thank him or her politely and decline the invitation. 


Negotiating the speaking contract 


Since your goal is not only to make money as a speaker, but also to promote 
yourself as a guru and sell more of your other info products or services, you can 
use the group’s lack of payment for your talk as a weapon in negotiating for 
concessions: extra things it gives you that can help maximize the promotional 
value of your talk for your firm. Here are some things you can ask for. You 
should get all or at least some of them, in addition to the opportunity to address 
the group: 

Tell the meeting chairperson you would be happy to speak at a reduced fee or 
no charge, provided you receive a list of the members and their mailing 
addresses. You can use this list to promote your company via direct mail before 
as well as after your presentation. 

A pre-talk mailing can let people know about your upcoming talk and be a 
personal invitation from you to them to come. A post-talk mailing can offer a 
reprint or audio recording of your presentation to those who missed it. 

At larger conferences and conventions, the conference manager provides 
attendees with show kits including a variety of materials, such as a seminar 
schedule, passes to luncheons and dinners, maps, tourist sights of interest to out- 
of-town visitors, and the like. These kits are either mailed in advance or 
distributed at the show. You can tell the conference manager, “I will give the 
presentation at no charge, but in exchange, we’d like to have you include our 
company literature in the conference kits mailed to attendees. Is that possible? 
We will supply as many copies of our literature as you need, of course.” If he or 
she agrees, you get to have your promo pieces mailed to hundreds, even 
thousands, of potential clients at zero mailing cost. 

You can ask the conference manager for a list of attendees and their contact 
information and permission to send them an unsolicited mailing promoting your 
products or services. 

You can request that your presentation be videotaped. Ask for a copy of the 
master as well as rights to use the video for your own purposes. A speech is an 
effective way of getting yourself known to a particular audience (the members of 


the organization and, more specifically, those members who attend your 
presentation). But as you know, making a permanent impression on a market 
segment requires a series of contacts, not a single communication. 

You can easily transform a one-shot speaking engagement into an ongoing PR 
campaign targeted to the membership of this particular group. One way, already 
discussed, is to get the mailing list and do your own mailings, plus have the 
sponsor include your literature in their mail-out kit. 

Another is to have one or more PR placements in the organization’s newsletter 
or magazine. For instance, tell the meeting planner you will supply a series of 
articles (your current press releases and feature articles, recycled for this 
particular audience) to run in the organization’s newsletter before the talk; this 
makes you known to the audience, which is good PR for your firm but also helps 
build interest in attending your program. 

After your talk, give the editor of the organization’s newsletter the notes or 
text of your speech, and encourage him or her to run all or part of it (or a 
summary) as a post-talk article, so those who could not attend can benefit from 
the information. Additional articles can also be run as follow-ups after the talk to 
reinforce your message and provide additional details to those who want to learn 
more, or to answer questions or cover issues you didn’t have time to cover. 

If the editor will not run a resource box with your web site address with the 
articles, talk to the meeting planner about getting some free ads for your product 
or service. For a national organization that actually charges for ads in its 
magazine, the value of your free ad space should be approximately twice what 
your fee would be if you were charging for your talk. 

The organization will do a program or mailing (or both) with a nice write-up 
of you and your talk. Usually it prints more than it ends up using, and throws out 
the extras. Mention that you would be glad to take those extra copies off its 
hands. Inserting those fliers is a nice touch in press kits and inquiry fulfillment 
packages. 

A professionally done audiotape or video of you giving a seminar can be a 
great promotional tool and an attention-getting supplement to printed brochures, 
direct mail, and other sales literature. But recording such presentations in a 
studio can be expensive. 

One way to get an audio or video produced at low cost is to have someone 
else foot the bill for the taping. If an organization wants you to speak but cannot 
pay you, and especially if its audience is not a prime market for you, say, “PI 
tell you what. Normally I charge $X for such a program. I will do it for you at no 
charge, provided you can arrange to have it professionally videotaped (or audio 
recorded, or both) and give me a copy of the master.” 


If the organization objects to the expense, say, “In exchange, you can copy 
and distribute the video or audio of my speech to your members, or even sell it 
to those who attend the meeting or belong to your group, or both, and I won’t 
ask for a percentage of the profits. All I want is the tape master when you are 
through with it.” 

At many major meetings, it is standard practice for sponsoring organizations 
to audiotape all presentations and offer them for sale at the conference and for 
one year thereafter in promotional mailings. If you are being taped, tell the 
sponsor you normally do not allow it, but will allow it as long as you get the 
master. Also make clear that, while you will allow the sponsor to sell it and will 
waive any percentage of the profits, the copyright is to be in your name. 

If the group is a local chapter of a national organization, ask the meeting 
chairperson for a list of the other state or local chapters, along with addresses, 
phone numbers, and the names of the meeting organizers for each of those 
chapters. Then contact these chapters and offer to give the talk to their members. 


The TSR = SR + PS + CB seminar profit formula 


As we’ve been discussing throughout this chapter, not all of your how-to writing 
need be delivered in print. Don’t neglect oral presentations; you can get paid ten 
times more for delivering a piece as a speech than publishing it as a magazine 
article. 

What you do need to realize is that the speaker’s income is often not solely, or 
even primarily, from getting paid a speaking fee. The income also derives from 
sales of books, audio albums, coaching, consulting, and your other products and 
services at the event, determined by this formula: 


TSR = SR + PS + CB 

Where: 

TSR = total seminar revenue 

SR = seminar speaking fees 

PS = product sales 

CB = consulting and coaching business 


Some speakers prefer a business model where the revenue is primarily SR: 
They get $5,000 to $10,000 for a speech, so they’re earning a handsome fee and 
don’t bother to sell anything else (other than more speeches). These fee-based 
speakers typically market their services to corporate and association meeting 
planners, as well as speakers’ bureaus. Often, they build their reputations when 
they are just starting out by speaking for free at small local meetings (Elks Club, 
Chamber of Commerce). 

On the other hand, some of the most financially successful speakers charge a 
small fee and in some cases even no fee for speaking. The bulk of their revenue 
comes from PS: selling their information products from the platform. Their 
market is associations as well as conferences, workshops, seminars, and boot 
camps sponsored by entrepreneurial seminar promoters. Selling products enables 
you to speak at other people’s public seminars when they don’t offer you a 
speaker’s fee and still make it pay off. 
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Colleges, Adult Education, and Public Seminars 


In addition to giving speeches and presentations for corporations and 
associations, don’t neglect the continuing education market: adult education, 
college extension courses, and public seminars. 

All of these venues are rich in opportunity for the how-to writer and 
information marketer. To begin with, they can be quite profitable in their own 
right, especially when you sell your existing information products from the back 
of the room. In addition, audio and video recordings of your classes can be 
turned into new information products you can sell to the public online. 

While the corporate and association markets pay higher speaking fees, the 
drawback is that your attendees have been required to attend your session by 
their boss, and they did not for the most part elect to go on their own. Therefore, 
the audience can sometimes be indifferent to the subject matter or even 
adversarial, because they resent being forced to attend. 

With the adult education market, your attendees, with rare exception, are there 
because they want to be there. They are attending on their own time, and 
spending their own money to do so. They want to learn and are eager to soak up 
your wisdom. This makes them an easier audience to please. And they are also 
much more likely to buy additional information products from you after your 
talk. 


Public seminars—private and college 


Producing your own public seminars can be lucrative, but it is also risky, labor- 
intensive, and expense. An alternative to running the seminar yourself is to find 
a sponsor. This might be a public seminar company, adult education center, 
community college, continuing education program, YMCA, or local university 
—anyplace that gives courses aimed at adults instead of regular students. I have 
given workshops and taught classes at the YMCA, a big public seminar 
company (the Learning Annex), and a local college (New York University). 

The first step in getting hired is to send a description of your program. If 
interested, they will contact you. Then it is up to you to negotiate your fee. You 
might ask for a flat fee or per diem—anywhere from $300 to $1,000 per day. Or, 
you might be paid a percentage of the registration fees, anywhere from 15 to 50 
percent. There is no standard. It is really up to you to negotiate. However, your 
goal should be to make at least $500 to $1,000 per day for your efforts. 

When I taught for the Learning Annex decades ago, the pay was pretty sparse 
—around 20 percent of the registration fees. Still, if you drew a big crowd (100 
attendees or more), which I did at times, the check could be respectable. 

Teaching at New York University in the 1980s paid a small hourly rate, which 
covered only classroom time, not course preparation, grading papers, or 
commuting; they didn’t even pay my travel expenses into and out of New York 
City. But I would recommend landing a college teaching gig if you can, because 
of the prestige associated with it. 

The biggest public seminar companies and organizations include the 
American Management Association (AMA), Fred Pryor (Pryor Resources, Inc.), 
and CareerTrack. These firms regularly hire speakers, both to present topics they 
already have, as well as to create new programs. If they want you to teach a topic 
they already offer, they will provide a prewritten course, including a teacher’s 
guide and handouts, and they will expect you to give their course, not yours. 

The per diem pay is low, ranging from $200 to $400. A former executive at 
the American Management Association told me, “We get some top speakers at 
these rates because it’s great exposure for them. Although they are not allowed 


to promote themselves outright at the class, they often are hired for nice fees by 
attendees to give private in-house classes at the attendees’ companies.” 

I have spoken with a couple of the big public seminar organizations and 
found, to my surprise, that even for an experienced speaker or established 
subject matter expert, they are pretty inflexible about fees. They seem not 
willing to pay a premium for a more qualified presenter, and they prefer to hire 
someone who is competent, not necessarily great, but who will work within their 
fee structure. 

The pay to develop a new course for these organizations is better—several 
thousands dollars—but still not great compensation for the work involved. An 
ancillary benefit is that some of these companies, most notably CareerTrack, will 
produce and market a video of you talking about your topic, if they like you as a 
speaker. This adds to your prestige and helps attract new customers to your 
products. 

Since these firms are flooded with applications from candidates who want to 
present for them, your odds of becoming their next presenter for an established 
topic like business writing or stress management are slim. A better strategy is to 
obtain and study their course catalogs. Look for new topics or niches within 
existing categories, then offer to create and give a program to fill that need. The 
AMA wasn’t interested in having me do a generic selling course, but their 
interest was piqued when I suggested a specialized program on the selling of 
services (the topic of one of my books), as opposed to the selling of products. 

Another way to break into the public seminar market is to offer to do seminars 
for specialized associations or for seminar and conference companies catering to 
specialized markets. The competition is less fierce than with the big-name 
CareerTrack and AMAs. The association executives feel obligated to bring 
education to their members and are more open to new ideas, especially 
innovative programs that target their niche needs. 

For instance, writer Steve Manning got the ICLE (Institute of Continuing Law 
Education) to sponsor a seminar on how to write a book. Why would a seminar 
sponsor catering to lawyers sponsor such a topic? The idea was that writing a 
book is a good way to promote your law practice. (Look at Alan Dershowitz and 
Gerry Spence, to name two lawyers whose fame is partly owed to being 
authors.) If you can show how your topic benefits a particular audience, seminar 
sponsors that target those audiences may hire you. 

In many cities, you will find catalogs of courses distributed on street corners 
or mailed to residents. These may be from the local YMCA, a town adult 
education program, or a private seminar company such as the Learning Annex in 
New York, San Francisco, and Toronto. Contact the program director and see 


whether the seminar promoter might be interested in having you do a class on 
your topic. 

The pay again is extremely modest, but it’s good exposure and good practice. 
For a year or so, I gave monthly seminars in two topics—how to write a book 
and get it published and how to make a six-figure income as a freelance writer— 
for the Learning Annex in New York. I was in good company at the Learning 
Annex; Donald Trump has also taught there. 

Doing the Annex was fun and there were several benefits. I was able to take 
my course handouts for how to write a book, turn them into a book on that 
subject, and sell it to a small publishing house. So even though I no longer give 
the seminars, I now get royalty payments on the book sales. I also recorded the 
seminar and sold it as a six-cassette audio album for $75. 

Another large market is the adult and continuing education market, which 
focuses on teaching adults and is often sponsored by a local college or 
university. If your town or city has continuing education programs, you no doubt 
have seen their mailings and catalogs. If not, you can see whether there are such 
programs near you by contacting the American Association for Adult and 
Continuing Education and the National University Continuing Education 
Association. 

There is no better education for the new speaker than to teach adults at the 
continuing education college level. You learn how to teach and deal with “adult 
learners,” as the grown-up students are referred to in the continuing education 
world. And you learn how to prepare, organize, and present a full-length 
modular course. Best of all, you are being paid while you are learning, and you 
have an eager group of students upon which you can practice. Their feedback 
tells you what works in the classroom and what needs to be fixed. 

Adult and continuing education programs are constantly in need of teachers. It 
is usually not difficult to get hired. The reason: Turnover is high. People agree to 
teach for the prestige, because it sounds fun, or for other reasons. When they 
realize how much work it is, they don’t come back next semester. Or, if they 
return for each next semester, most become burned-out within a couple of years 
and quit. 

Also, the world is changing rapidly, so there is always a need for new courses 
to address these new topics. If you can’t get invited to teach one of the existing 
courses, propose a new one. If it fills a need or a gap in the course offerings, the 
institution will be glad to take it. 

When my first book—a how-to book on technical writing—was published, 
my coauthor Gary Blake and I asked New York University if it would be 
interested in having us teach an adult education course in its School of 


Continuing Education. This we did for several years until we grew tired of it. 

Then I wanted to teach copywriting, but NYU already had a copywriting 
course. I suggested a course on my specialty, business-to-business copywriting, 
which was agreed to and which I taught for several more years. 

Eventually, I took the material from the copywriting course and turned it into 
a book. In the course, students completed assignments and brought in samples of 
copy they were producing for their companies: I used these (with their 
permission), both in my book as well as in copywriting seminars I did for 
corporate clients. In fact, I turned both my NYU courses—technical writing and 
copywriting—into seminars that I gave to corporate clients at a rate of up to 
$5,500 a day. You can see the course outlines posted on the Seminar page of my 
web site at www.bly.com. 


12 tips for getting hired by public seminar firms and continuing 
education programs 


1. Prepare a one-page fact sheet on each program you want to offer. 

2. Contact the dean of the continuing education program or the president or 
program director of the public seminar company. Call first to get the 
person’s name, so when you write you can directly address correspondence 
to the correct individual. 

3. Ask if an instructor is needed for an existing course that you are qualified to 
teach. Give your qualifications and send your bio or resume. 

4. Review the course catalog and suggest new courses that complement 
existing programs. For instance, if you speak on e-business and the 
organization has a course on building your web site, suggest a 
complementary course on enabling your web site for e-commerce. 

5. If the organization is not interested in the class you propose, ask what it is 
looking for. If a course it wants to do sounds interesting to you, suggest that 
you can create and teach the program for the sponsor. 

6. Be willing to accept the standard fees, terms, and conditions. Arguing or 
insisting on compensation above the usual pay scale will make the sponsor 
disinclined to work with you. Remember, you are taking this gig not to get 
rich, but to get established. 

7. Do not be a prima donna. Follow the sponsor’s procedures: Collect 
registration cards, grade homework assignments, hand out and collect any 
forms the sponsor wants the student to complete, provide materials and 
information requested—neatly, accurately, and promptly—and treat the 
sponsor like a client. Don’t be difficult or argumentative. 

8. If you are hired to teach a course, do whatever you can to help the sponsor 
get attendees to register for your program. Promote the course on your web 
site and link to the sponsor’s web site for online registration. Do a special 
mailing of the course promotion to your mailing list. 

9. Supply the sponsor with an updated bio. Any new achievements (e.g., a 
new book you have written on your topic) may help draw students to your 


class. 

10. Never say anything bad about the sponsor in front of your class (e.g., “We 
would have had textbooks but the college goofed on ordering”). 

11. Cross-promote in your class other classes the sponsor offers, if appropriate 
(e.g., “That topic is covered in Advanced Direct Marketing Methods 102.”). 

12. Never badmouth another instructor or criticize his or her course content. If 
your viewpoint is different, just explain so, and say you are teaching the 
methods that have worked best for you. Don’t say the other instructor is 
wrong or his or her information is incorrect. 
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Tele-Seminars, Webinars, Podcasts, and Radio and TV Interviews 


If you like the idea of speaking and teaching but hate to travel or stand in front 
of a group, you can disseminate your how-to content electronically and remotely 
via telephone seminars, webinars, podcasts, and radio and TV interviews. 


Teleseminars 


A teleseminar is a seminar, speech, or other educational format delivered to a 
group on the phone via a shared conference line. The presentation is in what is 
called “lecture mode” and the presenter is the only one who can talk for most of 
the program, and the other people on the call, the audience, can just listen. On 
some calls, a moderator takes questions from callers who can be selected to 
speak by pressing a key on their phone, as instructed by the moderator. Usually, 
the presentation, including the question-and-answer period, is 60 to 90 minutes 
in length. 

The basic premise of hosting a teleseminar is that you are an expert in your 
field and have useful information to provide to your listeners. Think about it: 
You’re asking for people to commit time, and perhaps money, to hear what you 
have to say about the topic. 

Based on that premise, it’s easy to see who would promote and produce 
teleconference learning programs: organizations or individuals who have useful, 
insightful information to share. In doing so, you can accomplish many beneficial 
things: 

e Brand yourself as an expert 

e Create interest in your field 

e Bring in clients for your services 

e Bring in customers to purchase your how-to products 

e Bring in new e-zine and newsletter subscribers 

e Increase public awareness of yourself, your services, and your products 

e Build long-standing relationships with your clients 

e Have more personal satisfaction and more free time 

e Make money selling your content in the teleseminar format. 


There are many benefits to creating and presenting teleseminars, above and 
beyond the obvious one of making money. These advantages include: 

e No travel: unlike that required of “in-person” presentations 

e Can do them from anywhere— including home 


e Present them to anywhere, and from anywhere, in the world 

e Can use free teleseminars to build your list 

e No need for computers, as opposed to webinars which require Internet 
access to view a PC presentation 

e Immediate recording/transcript available for sale on your web site. 


I have spoken with people in the service professions who use a teleseminar 
format presentation, duplicated onto CDs, and then use these as a more personal 
means of contacting prospective clients. I’ve done it myself with good results. 

Years ago—pre-Internet and pre-audio CD—I did a teleseminar on “Ten steps 
to selling software with direct mail” for the Software and Information Industry 
Association. We duplicated it on audio cassette and offered it for free, through a 
blurb in my e-zine, to any software companies interested in doing direct mail, as 
a means of promoting my software copywriting services. Within 48 hours I 
received 200 requests for the free tape, many from qualified prospects, resulting 
in more than $12,000 in copywriting assignments! My cost of duplicating and 
mailing 200 tapes? Only about $400. 

Teleseminars are also a relatively inexpensive way to practice and refine your 
material, providing you with an audience and feedback (in the form of questions 
and answers held during the teleseminar, and through follow-up e-mails). If you 
have an idea of a marketable service or product, perhaps it’s time to present it to 
a willing audience—but make sure you’re ready for the response of the listeners! 

The uses of teleseminars are limited only by your imagination. Take a 
moment to brainstorm ways you could use teleseminars to build your business— 
you’ll be amazed at the list you can create. You can use teleseminars to: 

e Make money selling content delivered as a lecture over the phone 

e Get a transcript you can sell as PDF content 

e Get an MP3 you can post as content accessible on your web site 

e Create a CD of the content 

e Generate inquiries by offering the free CD or PDF 

e Make money by selling the CD or PDF as a product 

e Use the PDF or CD as bonus for other products you sell 

e Educate or train association members or company employees 

e Educate or train distributors or agents 

e Build your e-list by inviting people to listen to a free teleseminar 

e Generate qualified prospects you can up-sell to as a paid product or service 

on the same topic. 


Teleseminars are used by individuals like you and me, as well as major 


companies and associations. These groups often have a series of teleseminars, 
which is something you could consider doing if your topic is too large for a one- 
time presentation. 

One entrepreneur has a wonderful book on the many uses of common North 
American plants. He makes weekly phone presentations to landscape gardeners, 
nursery owners, organic farmers (both large agribusinesses and small home- 
based growers), as well as entrepreneurs interested in the marketability of 
nature-based products. Every week his calls are crowded with people fascinated 
by the subject, and you can bet he sells copies of his books because of the human 
connection he has made with the listeners, not to mention the excellent deals he 
makes with them on consulting (landscape and farming) services. 

So...what’s your specialty? What do you want the world to know about you 
and your services or products? How can you best transmit this information to 
your waiting public? 

You guessed it: through your spoken voice. Unlike the printed word, the 
inflections in your speech, your auditory emphasis on important concepts, the 
humor you deploy, and your valuable experience comes through the phone lines 
most powerfully. 

Another advantage is that it takes much less time and effort to do a 
teleseminar than write an original book or report on a particular topic. And, it’s 
easier to accomplish for those people who are reluctant writers. 

How do you find good topics for teleseminars? What topics are the most in 
demand? To find the answers, all you have to do is complete an Internet search 
using the keyword “teleseminars” (or “teleseminars” without the dash) and 
you’ll quickly learn that there are presentations on every topic imaginable. Just 
try it. What you’ll find is that people are thirsty for information that will help 
them solve problems in their personal lives or with their finances; or they’re 
looking for information on how to increase their sales, put money in their 
pocket, or find the perfect partner. 

I even found a teleseminar to help people through the emotional roller-coaster 
ride of Valentine’s Day! This particular teleseminar was one in a series of 
presentations on “getting through the holidays.” Each of them was 60 minutes 
long and free to attend. The point I’m making here is that people want what you 
have: your knowledge, your experience, and (most especially) your strategic 
solutions to their problems. 

So, remember your target market group! Research their problems and offer 
solutions. If you are unclear about your target market group, take the time to 
define them clearly. 

Always bring your true sense of self, your unique marketing plan, and your 


values to every Internet marketing endeavor. Develop a passionate relationship 
with your prospects and work to honor their time, energy and money. After all, a 
teleseminar is the perfect way (save face-to-face encounters) to develop a strong 
bond with your prospects and customers. Build loyalty to one another and 
you’ve created a lifelong customer! 

With that said, I’d like to offer you some time to write down what you are 
going to offer in your teleseminar, and to define who the “ideal” listener will be; 
in other words, who are the members of your target market, and what do you 
want to say to them? And last, but by no means least, what will be your “call-to- 
action”? So sit down with pen and paper and brainstorm away! 

But first, let me say “think big”! See this first teleseminar effort as part of a 
larger plan of action. Don’t think of it as an isolated event, but part of a whole 
marketing plan. 

OK. You’ve decided on the target market, you know the topic of the 
presentation, and you’ve decided on the product or service you’re promoting. 
After all, that’s what it’s all about, right? That is, providing enough information 
to make it worth the participants’ time, exciting them about the solutions you are 
offering, and presenting them with a powerful call-to-action (“buy this product” 
or “subscribe to this service”). 


How to create a tele-seminar 


Now we come to the nuts-and-bolts of the process of tele-seminar creation. It 
seems as if everyone has an opinion about what type of presentation is best. 
Some people are bored silly by a straight lecture format, unless the speaker is 
extremely engaging or humorous. Others are intimidated by a question-and- 
answer-based event, where they feel crowded into the background. 

This can be especially true in a tele-seminar, when you are actually sitting 
alone in your room, listening to others. I know that when I first started listening 
in on tele-presentations I was extremely shy, never choosing to participate at all. 
By the way, there are tricks and strategies to use as a presenter to draw people 
out of their shell—usually they amount to being friendly, personable, and in 
control of the event. 

Think back for a moment to your best classroom experience. We’ve all had 
that one teacher who was wonderful and that (hopefully only) one teacher who 
was the exact opposite. 

How can you emulate the wonderful teacher, and avoid the pitfalls of the poor 
soul who left such a bad impression? Easy! By good planning and solid scripting 
of the call. 

Essentially, there are three standard formats, with possible minor variations or 
combinations: lecture, interview, and audience participation: 


e Lecture—delivered mostly one-way; you speak and the audience listens. 
Often combined with a question-and-answer period near the end of the call, 
this is a standard tele-seminar format. Sometimes, pre-event questions 
submitted by participants are dealt with at the end of the call, rather than 
opening up the telephone conference lines for audience participation. This 
is done to avoid “losing control of the call” through unpredictable audience 
behavior. Pro: Ideal for large group presentations or where you need to 
deliver lots of information. Con: Can be boring (or frustrating) if the 
speaker rambles or speaks too fast. 

e Interview—here, someone interviews you, or you interview another expert. 


Pro: Can be good if your audience in your niche market has similar 
problems, and if the expert is really able to share solutions (and not just 
grandstand about his/her achievements and reputation). Con: If questions 
aren’t good, the call can get boring. You must have great interviewing 
skills, and you must be really willing to probe and ask good questions. And 
you must ask questions that are relevant and interesting to your audience. 
One additional con: From a logistical point of view, it’s sometimes difficult 
to get guests to commit to a date and time for an interview. 

e Participatory—this format is great for a small group interactive workshop or 
a subscription-based mastermind group. Here a shared phone line becomes 
a roundtable discussion between the participants, facilitated by the 
presenter. Pro: Here the attendees pay attention and feel connected, getting 
to know one another and sharing experiences. Con: Such small groups offer 
a limited financial return to the presenter, unless the call is part of a series 
of calls. 


I think what you’re looking for as a presenter is control over the phone call, so 
make it work for you, and the participants will be happier. I’ve been on some 
participatory tele-seminars as a listener where the presenter had no way of 
handling intrusive or overbearing listeners, and it spoiled the event for the rest of 
us. Monopolization of the time by call participants who were asking too many 
questions or otherwise being rude made the experience a miserable one for 
everyone. I’ll offer suggestions on “crowd control” later; just be sure you are 
comfortable with the format before you begin. 

Should you produce a single tele-seminar or a series? The overriding issue 
here is the depth and breadth of the topic you are presenting. Many calls I’ve 
been on are only designed to introduce a tele-course of eight or more “classes,” 
and as such, they are only “single event” material. 

Pricing is another issue. In a series, some people charge one price per call, say 
$79, but the first call, the introductory call, is offered at a discount price—let’s 
just say $29. Also, in a series, the client typically get a discount by buying all 
calls in the series versus buying them individually. 

Designed as a teaser to create interest in what you are offering, the consensus 
is that 60 minutes is the perfect amount of time to present information, build 
interest, and initiate the sales pitch. Anything less than that just doesn’t give you 
enough time to engage the listeners and build the trust level required to make the 
sale—whether on the call, or later in follow-up e-mails. 


At freeconference.com, as at other conference call services, a variety of slot 


length options are offered; you can arrange for calls to last from 25 minutes to 
two hours and 55 minutes. Naturally, it will take planning and rehearsal to know 
exactly what the best length of time is for your topic and your audience, but the 
consensus is that 60-90 minutes works well. 

For example, you could set up a “teaser” call to recruit participants for your 
tele-seminar series on a given topic. You present the product—the tele-seminar 
series, with all its features and benefits for the attendees—and then address any 
questions the listeners may have in the last 5-10 minutes. Give attendees a 
strong call-to-action at the end of the call; something like this, for example: 
“Anyone who registers in the next 30 minutes will receive the recordings for 50 
percent off the list price.” 

Here is how it works for one of my clients who currently provides in-person 
seminars to their prospects: The teaser calls address the concerns of the audience 
regarding price, content, and quality of presentation for what would normally be 
a live, in-person seminar. The series then replicates the number of hours of live 
presentation, broken down into shorter (easier to digest) components, spaced 
over a number of days or weeks. 

Frequency is an issue when you are planning a tele-seminar series. If there 
will be “homework” assigned to the participants, you need to give them adequate 
time to complete the work, without giving them so much time as to allow for 
procrastination. 

One series I’ve seen has one class per month, for eight months; personally, I 
feel this is too lengthy—people will lose interest and the series will lose 
momentum. (And one entrepreneur interviewed stated that long series tele- 
seminars increase the refund rate; people expect their money back when they 
lose momentum or the desire to attend.) The standard is to offer weekly calls, but 
I have seen tele-seminars series where the calls are monthly. 

Experiment with various schedules, query your preview call participants to 
see what they would like, and then be willing to make changes. Flexibility is 
important in this endeavor, as in any other! 

How do you know what questions to ask and answer in your tele-seminar? 
You can ask your prospects what material they’d want to have covered. How 
should you proceed, if you’re unclear as to the nature of their “problems”? For 
example, if I wanted to do a tele-seminar about writing e-books, how could I 
know what specific problems exist for people under the umbrella of that topic? 

It would be necessary to ask questions. But how? If you don’t have your own 
mailing list, created from e-zine sign-ups or web site visitors, then I heartily 
advise checking out Web-based groups, forums, blogs, and bulletin boards. 
Doing keyword research can lead you in the right direction, too. Let’s look at 


what I came up with when using the above example, “writing e-books.” 

First, I used that phrase in a search engine and got over six million listings! 
Hard to believe, isn’t it? Certainly, reviewing the top 100 is sufficient to see 
what people need or want: e-book writing software, e-book writing tips, and e- 
book promotion. 

Then, I went to Yahoo! Groups and typed in “writing e-books.” There are 
currently 54 listings for groups related to that search phrase. I suggest the 
following when using groups as a research resource: 


e Read some of the postings before joining. 
e First, determine how active the group—some groups are completely inactive. 
e Set up a special e-mail box for group membership e-mail delivery. 


Select to receive daily digests of messages, as individual e-mails can be 
overwhelming. These groups are perfect places to ask questions or to post a 
survey link. Only use those groups that are most active. The questions I’d create 
would revolve around the major topics of interest noted in the search engine 
listings: software solutions, writing tips and strategies, and e-book promotion. 

See how easy it can be? The good thing about joining groups is that you then 
have a group of people to invite to your presentations or to subscribe to your e- 
zine. This is exactly how I build a strong list of subscribers to my e-zine, “E- 
Writer Bulletin.” Having used list-building services for other e-zine projects, I 
learned the hard way that it’s better not to pay for subscribers. 


Produce your own podcasts 


Where would we be without all the new technology? With the proliferation of 
audio listening devices, like the whole iPod family and other MP3 players, 
literally the whole world is listening to a wide variety of informational audio 
files. 

Consider the following numbers, and their potential for your business. In a 
2006 publication, OneUpWeb (www.oneupweb.com) cited these facts: 


e 10 million people listened to a podcast in 2006 and it’s estimated that over 
55 million people will tune in by 2011. 

e The number of adults who downloaded a podcast grew by 70 percent during 
six months of 2006. 

e $40 million was invested in podcasting related businesses between 2004 and 
2006. 

e Podcasting ad spending will hit $80 million in 2006 and $300 million by 
2010. 


There’s obviously something to take note of: Podcasting, as well as social 
media in general (more about that later), is here to stay, and you need to take 
advantage of what it has to offer you and your business. Because you’re holding 
this book (or e-book) with so much information on new technologies, I’m 
imagining you feel that way too, don’t you? 

A podcast is an audio file that you create in MP3 format which is then 
uploaded to your server for your target market to download either to their 
computer or mobile device. They will be able to listen to it, and to your valuable 
how-to information, at their leisure. 

There are a number of different types of audio files. The most common are 
Wave files (.wav) and MPEG Layer-3 files (.mp3). There are, however, many 
other audio file types, determined by the file extension (what comes after the “.” 
in the file name). 

The way the audio is compressed and stored is called the codec and this 


determines how small the file size is. Some file types always use a particular 
codec. For example, “.mp3” files always use the ”MPEG Layer-3” codec. Some 
file types just contain the audio. But other file types can contain additional 
header information, which can contain other information about the file. We’re 
most concerned here with .wav and .mp3 files. 

The .wav format is a standard audio file used mainly in Windows PCs. 
Commonly used for storing uncompressed (PCM), CD-quality sound files, 
which means that they can be large in size—around 10MB per minute of music. 
It is less well known that wave files can also be encoded with a variety of codecs 
to reduce the file size (for example the GSM or MP3 codecs). 

The MP3 or the MPEG Layer-3 format is the most popular format for 
downloading and storing music. By eliminating portions of the audio file that are 
essentially inaudible, MP3 files are compressed to roughly one-tenth the size of 
an equivalent PCM file, while maintaining good audio quality. 

An iPod is an MP3 player, and many people enjoy listening to podcasts on 
their iPod, at their desktop computer via iTunes or other desktop software, or 
while commuting by plugging their MP3 player into their car’s audio system. 

The advantages of podcasting are many: 


e It’s portable 

e It’s personal 

e It’s entertaining 

e It’s accessible 

e It’s cooperative: listeners choose to listen. Selecting and downloading your 
podcast means listeners have a commitment to participation. 


Why should you create a podcast? “To be successful on the Web, you need 
new thinking,” says content marketing guru David Meerman Scott. “The Web is 
not about buying lists. Instead it is about publishing great content.” 


Be a featured guest on dozens of TV and talk radio shows this 
year 


Today we live in an age of electronic information, with people reading less and 
watching and listening more. Therefore, getting on radio and TV enables you to 
reach additional prospects, who may not read the newspaper or magazines. But 
there are many other reasons why radio and TV publicity is so desirable. 

“Radio and television are intimate media,” says Dr. Jeffrey Lant on his audio 
cassette tape “How to Get Free Time on Radio and TV” (JLA Publications). 
“You have the chance to lower the buyer’s anxieties about you and get them 
enthusiastic. Properly handled, your appearance on the media enables you to 
come across as a friend, and as a benefactor to your prospects. You can speak to 
them honestly, directly, sincerely, and get them genuinely enthusiastic about 
your offer. No paid ad is ever as direct and warm as a media appearance, and ads 
don’t make you famous, while media appearances do.” 

Note that you do not have to be a celebrity to be a guest on radio or television. 
The media directories in the appendix list thousands of radio, broadcast, and 
cable shows in need of interesting, informative guests. While celebrities do get 
lots of airtime, at least as much airtime is given to people who, like you, have 
knowledge of a specialized subject of interest to a particular audience and can 
who communicate this knowledge in an interesting, enjoyable, and clear manner. 

“Talk and interview shows are a great way to get your message to the word, 
since talk shows are always looking for interesting guests,” says David Yale, 
author of The Publicity Handbook. According to Yale, 30 percent of radio and 
TV producers say they are interested in booking guests who speak on topical 
issues, 16 percent are interested in having people speak about new products, and 
12 percent like to book authors. 

Spend some time boning up on your topic before you go on the show. A radio 
or TV appearance is the ultimate think-on-your feet challenge. No matter how 
well you prepare, callers will ask a host some questions on highly specific 
situations that require you to work out an answer instantly, on the spot, and then 
present it in a clear manner, without hesitation, in 30 to 60 seconds. 


Spend an evening reading through your press releases, press kit, book, article 
clippings, brochure, annual report, or whatever source material is the basis for 
your topic. Take notes on some interesting highlights, and jot these key facts and 
figures on a few index cards or a sheet of paper. Take this material with you. 
You can study it while you wait to go on the air and, on radio, you can refer to it 
without the audience knowing you are using a crib sheet. 

The listener and host expect you to be an expert in your topic; that’s why you 
are there. However, part of being an expert is to know how far your expertise 
extends and where it ends. This honesty impresses hosts and viewers, rather than 
turning them off. I have two specific strategies for handling questions that throw 
me off balance and to which I don’t have a good answer (or can’t come up with 
one on the spot). 

The first is to decline to answer based on limits of expertise. For instance, on a 
recent radio appearance where I was talking about how to be a more effective 
salesperson, a caller asked about managing a sales force and specifically about 
whether I knew compensation schemes that would reward salespeople for getting 
repeat business from existing accounts. I immediately answered, “Michael, I’m 
sorry, but my expertise is selling techniques, not management of salespeople. I 
know nothing about management and have no idea how to compensate a sales 
force. You might try asking colleagues who are sales managers at other 
companies in your industry.” 

The second strategy is to say, “I don’t know the answer to that question, 
George, but if you call me at my office tomorrow we can discuss it further. I will 
research it and get the answer for you or put you in touch with someone who 
knows. Mr. Host, may I give George my office number?” This demonstrates that 
you are a helpful source of information and gets you off the hook of having to 
know it all. 


The late Isaac Asimov, prolific author of more than 400 books on science, 
history, science fiction, literature, and other topics, tells an amusing story 
about the media’s expectations of an “expert.” 

He was booked on a radio talk show by his publisher to promote his 
latest book, The Human Brain. When the interviewer asked him a question 
about the brain, he answered, “I don’t know.” 

“What do you mean you don’t know?” asked the interviewer. “You wrote 
a book on the human brain!” 

“Yes,” Asimov replied, “but I’ve written hundreds of books on dozens of 
topics, and I can’t be an expert on all of them. I only know what’s in the 
book, and in fact, I can’t even remember all of that!” 


Exasperated, the interviewer asked, “So you’re not an expert on 
anything?” 

“Oh, I’m an expert on one thing,” said Asimov. 

“On what?” asked the host. 

“On being an expert,” Asimov replied. “Do you want to talk about that?” 


Being a guest on a radio or TV talk show is not always a winning situation. It 
takes lot of effort and time to get on the show, prepare, and do the actual 
interview. For us small businesspeople, time is money. So, unlike many people, 
we don’t do it for the fun or glory or to feed our ego. We do it for the sole 
purpose of publicizing our product or service, generating leads, enhancing our 
visibility and reputation, and making more sales and profits. 

When I am interviewed on a radio show, I ask how long the interview will be. 
If it is a half-hour or longer, I know I can make an audio CD. I don’t do the 
interview unless the producer agrees to give me an audio file of the interview 
and permission to use it as I please. I often burn these onto CDs and use the 
radio interviews as free bonuses for my regular audio CD programs. 

When we go to all this trouble and the media appearance doesn’t work out, the 
tendency is to get upset and angry. But don’t let it show. Instead, handle the 
situation gracefully, never yell or scream or complain, and always leave people 
thinking well of you. This positive behavior increases your chances of getting 
more and better media opportunities; negative behavior will give you a 
reputation as a difficult person and make media people want to avoid you. 

Most media appearances do go well, but there are horror stories. One friend 
recalls driving two hours in torrential rains to keep an appointment to appear on 
a radio show. When he arrived, another guest was sitting down in the 
interviewee’s chair. “Whoops,” the assistant program manager told him. “I must 
have forgotten to make a note after we talked, and I guess I forgot to schedule 
you in. Can you come back next week?” 

And of course, we’ve all heard about authors and other “last guests” on the 
Tonight Show, who know they’re going to get bumped if the celebrity on before 
them has a big mouth and is in a talkative mood. Can you imagine being in 
Burbank ready to appear on the Tonight Show, then watch the final minutes of 
the show tick by as Madonna or Charo keeps yakking? That’s media hell. 

Another horror story happened to my friend Richard Armstrong. He was 
thrilled when his publisher booked him on the Bob Grant show, a toprated talk 
show in the New York City market, to discuss his new book on politics, The 
Next Hurrah. 

Unfortunately, when he arrived he discovered that he was not the sole guest 


but that another author would be on at the same time. The author was celebrity 
George Plimpton. Worse, Plimpton had just written a book on baseball, and 
wanted to discuss baseball, not politics. The show made absolutely no sense, 
with Plimpton talking about baseball and Bob and Richard discussing politics 
(with Plimpton also commenting on politics, but obviously disinterested in doing 
so); however, Richard performed like a pro and did well. 

Most experts tell you, “Plug your product or service when on the air.” I 
disagree. People don’t want to hear about your book or video or accounting firm; 
they want to get solutions to their most pressing problems. So rather than talk 
about you, your product, your service, or what you know, focus on the listeners 
—what they need, what they want, what their problems and concerns are. 

Example: I was a guest on a number of call-in radio shows to promote my 
book Selling Your Services: Proven Strategies for Getting Clients to Hire You 
(or Your Firm). Repeatedly, the host would ask, “Tell us about your book, Bob.” 

Pd answer, “I’d be happy to talk about the book, Mr. Host. But what I’d really 
like to do is to help your listeners overcome their fear of making cold calls, 
overcome all the objections they are getting from prospects, and feel more 
confident about selling and getting better results. So, those of you listening out 
there, when you call, we’ll go through your particular selling situation and solve 
the problem right over the phone!” 

The host was delighted with this approach, as were the listeners. I created a 
much more interesting, useful show by working with the listeners as if they were 
clients, rather than saying “my book this” and “my book that,” as 99 percent of 
authors do. And what about promoting the book? No problem: The host did that 
for me, because he was enthusiastic about my information and wanted to help 
listeners get more of it. 

The benefits were twofold. First, I came across as a credible, respectable 
expert, not a self-interested author tying to get the listeners to buy a book. 
Second, the promotion of the book by the host was more effective than me 
saying good things about it, since it amounted to a third-party endorsement. 

Notes Jeffrey Lant: “Radio and television are warm and intimate. Thus, you 
must personalize what you know, reach out and talk directly to your prospects as 
a friend, entirely honestly, as if you are having a conversation. The fact that you 
can’t see the person you are talking to is irrelevant. That person must feel the 
force of your personality.” 

Whenever possible, get a tape of each radio and TV appearance you make. 
These tapes have a number of uses. You can use them to convince producers of 
other radio and TV shows that you will be a good guest: entertaining, pleasant, 
bright, and informative, with information relevant to their audience. 


Producers are somewhat reluctant to book guests who are experts but have no 
or little experience in broadcast media. Offering an audiotape or videotape of a 
good performance eliminates that reluctance. 

Listening to your tapes help you improve your performance so you are better 
next time. You can use the tapes as marketing communications tools. For 
example, if you are a consultant specializing in quality and you are interviewed 
on a cable TV business discussing quality, make copies of the video and send it 
to clients and prospects. 

How do you get a tape? Before my scheduled interview, I call up the 
producer, say who I am and when I am scheduled to be on the show, and then I 
say, “May I ask a favor? I would love to get an audiotape of the broadcast. If I 
send you payment, would you be willing to tape the show and mail the tape to 
me? If not, no problem, of course.” 

Most will agree and, further, will not charge you for it (but you should always 
offer payment). Others might ask for a nominal sum to cover the cost of 
duplication and mailing—$5 or $10 for an audio CD of a radio show, $50 to $75 
fora DVD of a half-hour TV show. 

While it’s best to get a CD or DVD from the studio (because originals give the 
best-quality duplications), you can, of course, arrange to tape your appearance 
yourself. If you are on TV, you can program your DVD player to record you 
while you’re on the air. If you are on radio, some sound systems allow direct 
recording from the radio to a blank cassette or to a computer file. Putting a 
digital recorder near a radio and picking up the sound from the speaker usually 
results in a poor-quality recording not good enough for duplication. 
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Training, Coaching, and Consulting 


As a published how-to writer, you possess both valuable content and a reputation 
as an expert in your topic. You can multiply your profits by also offering your 
information in the form of high-priced training, coaching, and consulting 
services, and your reputation as a writer will enable you to close those deals with 
relative ease. 

Your goal is to transform your expertise into profitable training. Internet 
marketing expert Perry Marshall explains: 


Between the ears of every company’s employees is knowledge and 
expertise that goes largely untapped. When I worked for a high-tech firm 
selling networking equipment, I realized that customers desperately needed 
to know what my own support staff knew. That’s why they were calling for 
support. Furthermore, I knew a service/installation company in 
Pennsylvania that literally had more experience with this than any other 
company in the country. 

With the company in Pennsylvania, I assembled a training program and 
we sold it to our customers for $1500 a head. Every $1 we spent mailing 
our customers flyers about our training events brought us $8 in sales. 

Please understand, before we did this, we were not even remotely in the 
training or seminar business. Our gig was selling industrial equipment. But 
the training created an extra revenue stream for us and it also did 
something else: It positioned us as Grand Central Station for training on 
this technology in our industry. 


How to make $5,500 a day training corporate employees 


My main market for speaking is corporate training. A lot of speakers do 
corporate training, but most I meet prefer to target association and corporate 
meetings, rather than in-house corporate training classes. Why is this so? 

Speakers like meetings—keynotes in particular—because the pay is higher 
and the sessions shorter. They can go in, speak for an hour in front of a large 
group that applauds at the end, get $6,000, and leave. 

Corporate training, by comparison, is more intensive and in-depth. The talks 
last a day, not an hour. Your audience is only one or two dozen people, not 
hundreds. 

Still, I prefer corporate training because, in my opinion, you can deliver more 
benefit to your audience and make more of a difference in their businesses, their 
jobs, and their lives. In a one-hour keynote, you may motivate and even 
fascinate, but how much real learning takes place? How much do listeners get 
that they can take back to the office and actually implement the next day? 

In a one-or two-day in-house class of limited size, you do more than entertain; 
you actually teach and transfer knowledge and skills from yourself to the 
audience. Training is closer in format and approach to a college course than it is 
to a speech, except obviously the time frame is compressed and the content is 
practical, not theoretical. 

Reaching the corporate market is a little bit tricky because it is not always 
clear who hires you. However, there are generally two different groups of 
training buyers within a large corporation. 

The first are training professionals: In many large corporations, seminar 
leaders are hired either by a training manager who works in the human resources 
(HR) department or, if the company is not large enough to have a training 
manager, by the HR director or another HR manager. These folks are training 
buyers, not end users. They are not buying your program for themselves. Instead, 
like a purchasing agent, they are buying your services for someone else in their 
corporation, such as an executive who wants to train his or her team to improve 
their skills. 

The second market for training is line managers, typically at the vice president 


or department-head level, in charge of departments or functional areas. These are 
the end users of training, the managers who will send their staff members 
through your program. The sales manager, for instance, might want someone to 
train the sales team in closing skills. A vice president of engineering or 
manufacturing might need a consultant to teach a seminar to the staff on new 
changes in ISO quality standards. 

Which audience—the training department or the functional managers—is 
better? You can market successfully to either or both, and I have. Having done 
that, however, I will go out on a limb and say that it’s usually better to target the 
functional managers directly. 

A few years ago, I did a little telemarketing test for my small training firm to 
generate prospects with an interest in having us do an in-house seminar in 
effective technical writing. 

The training directors were interested, but their main goal was in getting our 
literature to put into their files for future reference. If they did not have a request 
on the table that day from a manager who wanted a technical writing seminar, 
there was nothing we could say to create that need or make it more urgent for 
them. Clearly they functioned largely as purchasing professionals filling requests 
from their “clients’—the managers throughout their organizations whom they 
serve. 

Vice presidents and department managers were different. They may not have 
ever thought about doing a technical writing seminar, so we asked them, “Do 
your engineers write as clearly as you want them to? Do they struggle with their 
writing, and take too much of their time to write and to edit their work?” That 
got the attention of many of the managers we spoke with. It started conversations 
about their writing problems, and it resulted in several engagements for us. 


Selling yourself as a trainer 


1. Understand the training department’s buying cycle and process. If they do 
not have a need from someone in the company for a seminar on your topic, 
you cannot create the need for them. The training department buys to fill 
requests, not to solve business problems. 

2. Should you go over the training department’s head directly to the end 
users? Don’t make it confrontational. Market to both the training 
department and the end users. Training directors are just as happy to have 
end users come to them with both a request for a program as well as the 
name of a trainer to handle it. The training department has no proprietary 
interest in searching for and finding a speaker; if the client wants you, the 
training department would just as soon hire you and make everyone happy. 
In fact, this is advantageous for the training professional: It’s less work than 
having to go out and search for a trainer. And, if the program is not well 
received, the training department is freed of blame because the user was the 
one who selected you. 

3. Speak their lingo. The first thing a training professional will ask you about 
your program is, “What are your learning objectives?” This is fancy 
language for what the course covers and what the students will be able to do 
after they take the program. 

4. The premier society for training professionals is the American Society for 
Training and Development (ASTD), listed in Appendix D. If you intend to 
do frequent work in the corporate training market, membership is very 
worthwhile. The members are mostly training managers, so the membership 
directory makes for a good prospecting list. 

5. Get involved with your local ASTD chapter. See if you can get on the 
program to speak on your topic at one of the meetings. 

6. Since training managers are often collecting information on consultants for 
future, rather than immediate, needs, they are receptive to a mailing that 
offers a package of information on yourself and your program. Include a 
reply card they can drop in the mail to request this information without 


calling you. 

7. If you specialize in a narrow topic and receive requests for other topics you 
don’t handle, make a list of speakers who do handle those topics that you 
can refer prospects and clients to. Whenever a training manager has a need 
you can’t fill, refer him or her to the appropriate person. If they see you as a 
resource, they’ll be more likely to favor you with their business when 
requests for your topic arrive on their desks. 

8. Training managers are sometimes treated as low on the corporate totem 
pole by their own organizations, but you should treat them as the 
professionals that they are. When you are hired, ask the training manager 
about the idiosyncrasies of the organization and attendees as they relate to 
the seminar you are giving. This inside view will help you give a better 
session, and the manager will appreciate the fact that you asked. 

9. Ask if there are controversial topics you should avoid. My preprogram 
questionnaire has a space for the training manager to indicate these topics to 
me. Do not spend time on subjects the training manager has asked you to 
avoid, even if you feel they are important. 

10. Do not fight or argue with trainees. If a particular attendee is giving you a 
problem, quietly notify the training director during a break. 

11. Corporate managers do not want to buy “training”; they want to solve 
business problems. If you can prove that your seminar can help solve that 
problem, the manager will hire you to teach a class for employees. 

12. Corporate managers hate the jargon training professionals use. Do not use 
educational lingo; use down-to-earth language. Avoid talking about 
“learning objectives.” Tell the prospect: If you hire me to do this seminar, 
you can expect this result. 

13. Do research to document the importance of solving the problem your 
seminar addresses. The prospect has many difficulties to solve, and assigns 
priority based upon the urgency and importance to the organization of 
getting results in that particular area. When I offered my seminar on 
“Effective Technical Writing” to the pharmaceutical industry, I did not say 
that good technical writing makes letters easier to read; I pointed out that 
FDA submissions rejected by the Food and Drug Administration because of 
unclear writing delayed time-to-market, potentially costing the company 
millions of dollars. 

14. The more you can tie in your program to the company’s bottom line, the 
easier it will be to persuade managers to hire you. That’s why sales training 
is an easier sell than, say, business writing. A 10 percent increase in sales 
ability can mean an extra one million dollars in revenue for a company with 


$10 million annual sales. It is more difficult to demonstrate the return on 
training investment for a business writing seminar that teaches managers 
how to avoid grammar mistakes. 


How to become an independent consultant in your field 


The American Heritage Dictionary defines consultant as “a person who gives 
expert or professional advice.” The consulting business, though, has received a 
bad rap in recent years because of the number of people getting into consulting 
who really don’t know what they are advising about. This is the result of 
unknowledgeable people hanging up their shingle but not spending time to learn 
their chosen profession properly. 

Yet thousands of more conscientious consultants do practice their trade daily, 
which wouldn’t be the case if they were not satisfying some clients at least some 
of the time. Consultant Andrew S. Linick says, “Having a consultant who will 
take you through the business minefields safely will greatly increase your 
chances of a super successful landing with your business intact.” 

Today we live in an age of specialization. More information has been created 
in the last 30 years than the previous 5,000 years. As a result, you can’t know 
everything, or even most things. So naturally we seek outside help and expertise 
to supplement our own. 

Consultants exist to guide people in areas they don’t know well or feel they 
need help with. For example, an engaged couple, overwhelmed by the details of 
planning a lavish wedding for 200 guests, might hire a bridal consultant. The 
owner of a small trucking business, knowledgeable about trucking but computer- 
phobic, hires a computer consultant to create a billing, accounting, and fleet 
management system. The CEO of a corporation, seeking to improve efficiency 
and streamline operations, hires a “re-engineering” consultant to advise her on 
managing the change process. 

Given today’s information explosion and rapidly changing marketplace, more 
and more organizations are hiring consultants to provide guidance, answer 
questions, give second opinions, train employees, and serve as sounding boards 
against which executives, managers, and entrepreneurs can bounce ideas, plans, 
Strategies, and thoughts. And individuals are hiring “life coaches” to help them 
make important decisions and manage their relationships, careers, and 
businesses. As a result of this explosive demand, the consulting profession is 


booming. Estimates vary, but worldwide, businesses spend at least $50 billion 
annually buying consultant services. 

We often hear today about how knowledge has become one of the most 
valuable business assets. To the consultant, knowledge is the single most 
valuable asset. Since most knowledge can be gained through experience and 
study, virtually anyone can acquire specialized knowledge which he or she can 
sell as consulting services. 

Combined with the low start-up costs, this makes consulting an ideal business 
for self-employed how-to writers. Many consulting firms consist of one or two 
people, and these can be run from home in a very efficient manner. 


Becoming an independent consultant 


Making the transition from corporate employment to self employment as a 
consultant can be scary. It seems to be a little easier for young people who don’t 
have heavy financial burdens, and also for older workers who could afford to 
retire but want something to do. It can be more nerve-wracking for people in the 
middle of their careers who have to continue to earn a living after leaving the 
security of their corporate job. 

Many of us feel that the pull of being an entrepreneur, and the lure of doing 
something different than the usual nine-to-five routine, can be strong. One 
powerful reason to consider consulting as a career is to do work you like. 

Life can sure seem better when you look forward to going to work in the 
morning every day, especially if you only need to walk around the corner to the 
next room in your own home. Sales trainer Paul Karasik observes, “What 
motivates people is doing what they love.” When you’re a consultant, you can 
make money by practicing a skill or dealing with a subject that interests you 
most. 

A book review published in the Spring 1992 issue of National Home Business 
Report quoted best-selling author Richard N. Bolles as saying, “What the world 
needs is more people who feel true enthusiasm for their work. People who have 
taken the time to think out what they uniquely can do and have to offer the 
world.” 

In an issue of Words from Woody, David Wood quotes Michael Korda as 
saying, “Your chances of success are directly proportional to the degree of 
pleasure you derive from what you do. If you are in a job you hate, face the fact 
squarely and get out.” Timothy Butler, a director of career development at 
Harvard Business School, says, “Vocation has to do with your calling. It’s what 
you’re doing in life that makes a difference for you, that builds meaning for 
you.” 

For those of us who are not destined to climb the highest rungs of the 
corporate ladder and become the CEO, being an entrepreneur offers an 
opportunity to make more money than we might as an employee. As an 


independent consultant working from home or a small rented office, you have 
the potential to make $100,000 to $500,000 a year or more, while keeping your 
business relatively simple and small. Most consultants I know say they make at 
least twice as much money as they did when they had a regular job. Some make 
much more. 

For some people, being downsized or laid off is the impetus to take a closer 
look at consulting as an employment alternative—when you work for yourself, 
you can’t be fired. 

While money and autonomy motivate many of us to start consulting 
businesses, others do it because they like the lifestyle it offers. According to an 
article in The Winner’s Circle, 77 percent of Americans have as a goal to spend 
time with family and friends, and 74 percent want to improve themselves 
intellectually or otherwise. 

For many people, corporate life does not offer the rewards they seek. One 
survey shows that only 6 percent of employees enjoy corporate life. They may 
enjoy performing their job, but they dislike office politics and the bureaucracy 
inherent in large organizations. 

As a consultant, I can spend my time on things that stimulate me intellectually 
and are deeply rewarding to me. When I was a corporate manager, by 
comparison, I spent most of my time doing things I didn’t enjoy: meetings, 
paperwork, budgets, plans, forecasts, project management, and administrative 
tasks. Writing in Story magazine, Brian Fleming notes: “Labor for no important 
purpose dulls the human spirit and lays waste to the soul.” 

For others, the urge to escape corporate life is even stronger: They feel 
uncomfortable in the corporate environment, don’t fit in, and feel another setting 
is their real calling. 

In The Moon and Sixpence, W. Somerset Maugham writes: “Sometimes a man 
hits upon a place to which he mysteriously feels that he belongs. Here is the 
home he sought, and he will settle amid scenes he has never seen before, among 
men he has never known, as they were familiar to him from his birth. Here at last 
he finds rest.” This describes the comfort and contentment many people 
experience when they make the transition from corporate employment to self 
employment. 

When asked what they miss most about the corporate world, 68 percent of 
entrepreneurs interviewed cited office socializing. Other things missed include 
pension plans, company-paid health insurance, weekly paychecks, and access to 
resources. 

According to an article in the Daily News, a poll of 202 small business owners 
showed that while they enjoy the freedom of being their own bosses and setting 


their own hours, they also feel pressure to work long hours and are anxious 
about making ends meet. 

David Wood writes in Words from Woody: “An entrepreneur is the kind of 
person who will work sixteen hours a day just to avoid having to work eight 
hours a day for someone else.” 


Why consulting is more competitive today than ever before 


Although the market for consulting services seems to be expanding, many 
consultants say it’s tougher than ever to get and keep good clients. These 
consultants say that while they’re busy and making good money, the business 
environment is more competitive and demanding than five or ten years ago. 

One reason is the economy. The recession that started in 2007 transformed 
many service industries, including the majority of consulting specialties, from a 
seller’s market to a buyer’s market. Fees stagnated during those years, or even 
dropped. Clients learned that they had a choice and became more particular. 

Clients are not afraid to ask for what they want or to shop around. Even on 
smaller projects, clients who would in the past have simply called you with an 
assignment are getting quotes from several firms before selecting a consultant 
for the job. Consultants find more and more of their time taken up with 
prospecting, quoting, preparing proposals, following up, and maintaining good 
relationships with clients. 

Clients are choosier and more demanding than ever. It’s no longer enough to 
be technically competent or solve client problems. Your interpersonal and 
customer service skills must be excellent. Clients have their choice of 
consultants to work with, and most people prefer to work with people they like 
or at least feel comfortable with. 

If you have been a consultant for several years, you may find yourself 
spending more time on building and nurturing client relationships than in the 
past. Lord Chesterfield advised, “Cause the other fellow to like himself a little 
bit better, and I promise you he will like you very well indeed.” 

In 2008, the U.S. economy was weakened, this time by the subprime mortgage 
scandal and resultant credit crisis, as well as a volatile stock market, falling 
housing prices, and higher crude oil and gasoline prices. Money became tighter 
than it was in the 1990s. Since the recession hit, budgets have gotten smaller, 
clients spend more cautiously and more wisely, and buyers shop around more to 
get a good price. 

At the same time, the buying authority of clients in large organizations has 


been reduced. Most purchases above $1,000 are made by increasingly larger and 
slower-moving committees. Some corporations have approved vendor lists or 
long-term contractual relationships with large vendors that make it difficult for 
them to purchase services from smaller, independent consulting firms. 

According to a news report on WPLJ radio, the population increases by 
214,000 people per day. This means more potential clients for your services, but 
also more people entering the job market, including the consulting market. 

Many people see consulting as desirable and even glamorous, and so they are 
drawn to the profession in greater numbers. Downsizing has left tens of 
thousands of skilled white-collar workers without employment and with 
uncertain job prospects. For many, hanging a shingle as an independent 
consultant is a convenient and attractive solution. 


The five key consulting activities 


Although there are many variations possible on these categories, most of the 
work done by most of the consultants today falls into one or more of the 
following five areas: 


1. Advisory services. In the cartoon strip The Family Circle, a mother tells her 
son: “You misunderstand. I’m a homework consultant, not a homework 
subcontractor.” She means she’ll advise him on how to do his homework. 
But she won’t do it for him. 

Most consultants act as advisors. They give recommendations and 
suggestions. But they don’t implement their ideas, and they aren’t the ones 
who decide which recommendations will be put into action. 

The client makes the decision, and a lot of what you recommend won’t 
be done. That’s typical, and it is no reflection on the soundness of your 
ideas. There are many reasons a client won’t try a good idea. Maybe they 
tried it already and it didn’t work. Perhaps it’s against corporate policy. Or 
maybe they just don’t have the resources to implement it. 

Don’t be put off when clients thank you for, pay you for, but don’t do a 
lot of what you suggested. It happens all the time. 

2. Implementation services. Some consultants actually implement the 
solutions they (or others) come up with. An accountant, for example, not 
only shows you ways to get a tax refund, but he also completes your return. 
A computer consultant, in addition to recommending a computing solution, 
may assemble the components, install and integrate them at the customer’s 
site, do the custom programming, train the client to use the system, and 
even provide ongoing maintenance and support. 

It’s an odd fact, but giving advice often pays better than implementation. 
Those who tell others what to do frequently are paid more than those who 
actually do the work. An information systems consultant, for example, 
might get $2,000 a day or more to advise chief information officers on 
high-level computing issues. But a freelance programmer writing code for 


an application may earn a far more modest rate of $400 to $500 per day. 

One-on-one consulting pays well and can be effective, but it has its 

limitations. One-on-one consulting is the most expensive form of 
information delivery, and the amount of such services most organizations 
can afford is limited. It also requires the consultant’s individual attention, 
and with only so many hours in a week, there’s only so much one-on-one 
consulting you can do. 
. Training and development. Many consultants specialize in training the 
employees of client organizations in various job-related skills. About half 
of the nation’s annual training budget goes toward basic and “soft” skills 
(business writing, customer service, teamwork, leadership, management, 
time management), while the other half is spent training employees in 
technical and “hard” skills (local area network troubleshooting, Microsoft 
Office, sales forecasting, compensation management, regulatory 
compliance). 

“Feed a man a fish and you feed him for a day,” goes the old saying, “but 
teach a man to fish and you feed him for a lifetime.” In theory, the skills a 
trainer teaches can last throughout a career and increase the productivity of 
every employee who takes the course for decades to come. For this reason, 
trainers are well paid, earning $1,000 to $4,000 a day, or sometimes even 
more, for classes presented in-house to an organization’s employees. 

. Publishing and product development. The late consultant Howard Shenson 
said, “Publishing is every consultant’s second job.” 

Much of the information disseminated through consulting can be 
packaged and sold as “information products,” including books, audios, 
workbooks, software, forms, checklists, phone support lines, Internet 
support, newsletters, and reference guides. So there is an opportunity for 
almost every consultant to package part of his or her expertise as 
information products. 

Howard Shenson observed that consultants have limited income potential 
from rendering one-on-one service, because of the limited number of hours 
you can work each week. He likened the independent consultant to the 
independent dentist, who continually has to “drill and fill” before he can 
bill. 

Becoming a producer of information products frees you from the 
limitations of rendering service on an hourly basis. If you bill $1,000 a day 
for market research, the most you can make for a day of research work is 
$1,000. 

But what if you packaged your market research and sold it as a $1,000 


report? You can just as easily sell ten reports in a day as you can one report. 
Or even 20 or 30! The “drill, fill, and bill” limitations on your income fall 
away. 

Many consultants produce information products to generate revenue 

beyond their daily consulting service. These products can range from a $1 
booklet, to a $49 e-book, to a $100,000 software package. Having a series 
of products, especially in the $10 to $1,000 range, enables you to package 
and sell your expertise to clients who cannot afford or do not want custom 
one-on-one consultation, further expanding your revenues. 
. Contract and temp consulting. Contractors and temps usually operate 
somewhat differently than a traditional independent consultant. The 
contract or temp typically works full-time on the client’s premises, devoting 
all or most of their week to that client for as long as they are on the 
assignment. They perform a variety of tasks rather than just give advice, 
often working as part of a team comprised of both consultants and staff 
workers. 

When you do consulting work, your final deliverable to the client often 
takes the form of a written report. Save all your consulting reports on a 
subdirectory labeled “consulting reports” in your hard drive. While the 
reports contain custom advice and confidential information, many sections 
are semi-boilerplate; these typically contain standard advice you give to 
multiple clients on a frequent basis. The boilerplate sections of consulting 
reports can easily be turned into articles or special reports. 

Tip: When accepting contract or temp work, be sure to consult your 
accountant. Often contractors and temps are treated, from a payroll point of 
view, like staff employees rather than freelancers or vendors. They get a W- 
2 or W-4 instead of a 1099 and may be subject to withholding. 
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Audio CDs and DVDs 


Now you are ready to multiply your public speaking, tele-seminar, and live 
seminar profits by selling your how-to content as audio and video information 
products. You have two choices when producing audio and video information 
products: You can record at a live event or in a studio. For the latter, you can 
rent time in a professional sound studio or buy the equipment yourself and do it 
at home. 

I have taken both approaches, but my favorite method of producing audio and 
video products is to give a talk in front of an audience and use that recording as 
the product. For my 16-DVD Internet Cash Generator product—my most 
expensive video set, selling for around $800—my business partner and I 
promoted a two-day weekend seminar on Internet marketing with me as the sole 
speaker. While we made money from the event, the main purpose was to get the 
recording and make a product out of it. 

Why do I love live recording? Several reasons. First, it eliminates the need to 
write a word-for-word script for the product. I produce PowerPoint presentations 
and speaker notes, and then speak extemporaneously from there. The result may 
be a bit unpolished, but it avoids the dullness of reading a script. 

Second, the live recordings have a high energy level that studio recordings 
rarely match. They are just more entertaining and interesting to watch or listen 
to. They are also more fun to do: Reading a script in a studio is boring! 

There are times when I choose to do a studio recording. My method here is 
again to avoid reading from a script. Instead, I use an interview format: Either I 
interview a subject matter expert, or an interviewer conducts a discussion with 
me as the topic expert. 

The preparation for doing studio recordings for audio products using the 
interview method is easy. There is no script. Just make a list of questions you 
want to be asked and give them to your interviewer. Keep a copy for yourself. I 
put answer prompts in square brackets next to the question on the list when I 
want to be sure of covering a specific tip or idea, or telling a particular story, in 


my answer. 

Check the Yellow Pages under “audio recording studio.” You can typically 
rent studio time for $50 to $75 per hour, usually with a two-or four-hour 
minimum. The studios are equipped to do music, so their equipment is more than 
sufficient to handle spoken word audios, which are less demanding than music. 

Alternatively, you can buy a good brand of digital recorder—we use Morantz 
—and record the audio in your home or office. Given the high cost of studio 
time, buying a digital recorder and doing it yourself at home is by far the more 
economical alternative for how-to writers and information marketers who plan to 
do audio products on a regular basis. If you only record audio once in a blue 
moon, you may find that opting to use a studio is the way to go. 


How to professionally record a one-hour audio CD at zero cost 


Another alternative for producing audio products is to use recordings of live tele- 
seminars. When you use a conference service like www.freeconferencecall.com. 
to provide the telephone lines needed for the tele-seminar, the service allows you 
to digitally record the tele-conference at no charge. You can access the audio file 
after the call, download it to your hard drive, and burn it onto a CD to create an 
instant audio product. 

Your first audio product can be a single audio CD selling for anywhere from 
$29 to $49. A price point less than you charged for the live tele-seminar is 
particularly appealing to your buyers. To create a multi-CD audio program, 
conduct a series of one-hour tele-seminars; each becomes a different CD in the 
album. 


Produce a three-CD audio album in less than half a day 


Going back to the interview format, this is the method my partner Fred Gleeck 
and I have used to develop over a dozen multi-CD audio programs, which sell 
for $100 or more a pop. 

Here’s the secret to producing audio programs quickly and easily: Do it in one 
take. We don’t rehearse. We don’t re-record. In fact, we don’t even edit! Fred 
and I sit down and do the interview. The recording is captured on a digital 
storage device, which we FedEx to our duplication and fulfillment house. The 
fulfillment house burns the CDs, designs and affixes labels to them, packages 
them in a vinyl album, and designs and puts a front and back cover on the album. 

When we sell the audio programs, we give the order information, including 
the customer’s name and address, to the fulfillment house (we use Speaker 
Fulfillment Services; go to www.bly.com, click on Vendors, and look under 
Fulfillment Services). The fulfillment house picks the right audio albums off the 
shelf, puts them in an envelope, and ships them to the customer, for which they 
charge me a shipping and handling fee. I charge an extra $8.95 per order to my 
customers, which covers my shipping and handling costs. 


Where to find the vendors you need 


To write and produce many of the how-to information products discussed 
throughout this book, you will need the help of vendors. For audio 
products, those vendors can include recording studios, audio conference 
services, CD and DVD duplication houses, and fulfillment houses. 

The best place to find vendors for everything you need is on my site. Go 
to www.bly.com and click on the “Vendors” link at the bottom of the page. 
Click on the appropriate category (e.g., audio conference services) and it 
will take you to a listing of vendors you can use. Of course, my vendors 
page is a free service provided for your convenience, and I do not take 
responsibility for your satisfaction or lack thereof with the vendors you 
select. 


Overcome the objection, “I’?d rather read a book than listen to an 
audio CD” 


Earlier in the book, we discussed the need to produce how-to information 
products that appeal to all four learning modalities: watching, listening, reading, 
and doing. 

Obviously audio CDs are for people who learn by listening. But occasionally 
a potential buyer who would rather read a book than listen to an audio asks if 
you can sell the audio as a printed product. 

You can and should do this. It’s easy. First, give the digital audio file to a 
professional transcriptionist (you can find several listed on the Vendors page of 
www.bly.com). Pay the vendor to transcribe the audio. Now, have a graphic 
designer put the transcription into a nice PDF page layout. Have her add an 
attractive cover. 

Here is how you should price audio products. At minimum, the price of the 
CD version should be eight to ten times your manufacturing cost. Therefore, an 
audio CD set that costs $8 to reproduce per unit should sell for at least $64 to 
$80. The more valuable and specialized the content, the more you can charge. 

Make a downloadable PDF of the transcript of the audio recording. Give this 
away as a free bonus item with the CDs. This helps provide instant gratification 
to your buyers: While they have to wait for the CDs to be shipped, the transcript 
is delivered instantly over the Internet, so they can read the information 
immediately. 

You can also offer the audio as a downloadable MP3. This allows the buyer to 
listen to the audio on their CD or download it to their iPod. It would also include 
the free transcript. The price of the MP3 download version should be 50 to 75 
percent of the price of the physical CDs. 

Occasionally a customer will say, “I don’t care about the audio CDs; can I just 
buy the transcript?” The solution is to sell them the downloadable version of the 
product, which includes the PDF transcript (which they want) and downloadable 
MP3 files (which they can listen to, or not). 

If you do offer a choice between hard copy CDs and downloadable MP3 files 


for your audio information products, include the downloads as a free bonus to 
buyers of the CDs. Again, this gives them instant gratification as they wait for 
the CDs to be delivered. 


Videotape your speeches for free 


Hiring a skilled professional video crew to record one of your talks or seminars 
for a DVD information product can be expensive. Recently, I was giving an 
afternoon workshop on a topic I wanted to sell as an information product. To 
hire a videographer to record and edit the program cost me over $2,000. 

Fortunately, there is a way to get a professional videographer to tape a video 
of your presentation for free: Speak at a conference or other event where the 
sponsor records videos of the speakers. Prior to the event, make an arrangement 
with the seminar sponsor: You get a master of the video recording and the right 
to sell it as an information product or use it in whatever other way you wish. 

In addition to their profit potential as information products, video recordings 
of your lectures have another use: online video. Thanks to YouTube, more and 
more Internet users today like and look for online video clips on web sites (I 
heard on the radio that there are a billion downloads of videos on YouTube 
daily). 

Look for short segments of one to three minutes that you could post on either 
your main web site to attract viewers or on the web site selling your video to 
increase viewership and orders. Note the location of the clip on the DVD (e.g., 
starts at four minutes and ends at five minutes twenty seconds). Give the DVD to 
your webmaster. Tell him to pull that clip off the video and post it as an online 
video on your site. You can set up the video to begin playing whenever a user 
lands on that page, although I prefer to require the user to click on the video to 
start the viewing. Also, post the video clip on YouTube, where it can potentially 
be seen by millions of people. 

When you turn your lectures into DVDs, what do you show on the screen? 
Part of the time, it’s you at the lectern talking. You can cut to the audience and 
show them attentively listening, applauding, or laughing, but you need a signed 
release from your attendees to do so. In the studio or while shooting, scenes of 
you and the audience should be interspersed with full-screen images of your 
PowerPoint slides. Each slide should be shown long enough for the viewer to 
clearly read and absorb the content on the slide. At the same time, don’t overload 


your slides. Keep it to one dominant graphic or image, one big idea, and three to 
five lines of short bullets per slide. 
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Make Money Selling Software 


Of all the information products available for repurposing your how-to 
Information, software has the highest perceived value and the greatest long-term 
profit potential. But you don’t have to be a programmer to create and sell your 
own software products. If you know something, you can hire a programmer for 
peanuts today to package that knowledge or skill as a useful software product 
you can sell for hundreds or even thousands of dollars. 

Alternatively, you can look around for a piece of software you think would be 
valuable to your readers in their pursuit of the skill or process (e.g., running a 
home business, preparing tax returns) that you teach. This is often the best way 
to go, as it avoids the hassle and expense of developing, duplicating, shipping, 
and supporting a software product—a business you may not want to be in. 

A decade or so ago, software was sold as a physical product on magnetic 
media (floppy disks or CDs) at high per unit prices. Today the software often 
resides on a server and you access the functionality over the Internet; this is 
known as SaaS or “software as a service.” 

The advantage to the consumer of SaaS is that instead of a large up-front 
purchase price, the user pays a modest monthly subscription fee. The advantage 
to the seller is that SaaS gives you a nice recurring monthly revenue stream. 


Marketing software 


Most buyers of most software are not techies. And these nontechies care about 
different things, and respond differently, than the traditional Information 
Technology (IT) buyer. 

Nontechies are results-oriented, interested in the ends rather than the means, 
the bottom line rather than the process. They lack interest in the details, 
preferring to focus on the “big picture.” Most nontechies simply want to resolve 
problems, while engineers, scientists, and programmers enjoy actually working 
on problems. 

The result is that nontechies are more interested in benefits, business results, 
and the reputation and credibility of the vendor. IT buyers, by comparison, tend 
to focus on technical issues, including platforms, scalability, interoperability 
with existing systems, reliability, specifications, limitations, and ease of 
implementation, operation, and maintenance. 


Price and value 


When generating leads for software, quote the price in the terms that seem most 
palatable to the customer; for instance, in some circumstances a per-user license 
is more appropriate than a site license, and sometimes the reverse is true. 
Demonstrate, if you can, the rapid return on investment your software will 
provide. 

For example, a mailing for SurfControl, an application that monitors and 
controls employee Internet usage in organizations, informs the recipient that 
surfing the Internet for personal rather than business reasons costs $300 per 
employee per week; the sales letter notes that four out of five hits to the Playboy 
web site are from Fortune 500 companies. The letter then positions the license 
fee of a few dollars per user as a drop in the bucket compared to the savings 
SurfControl can generate. 

For selling high-end software, which represents a major corporate investment, 
the goal is often to get an appointment with the decision-maker. The offer then 
becomes, in essence, not the software, but rather the initial meeting, which is 
frequently positioned as a needs analysis or assessment, to be followed by 
recommendations. Of course, the seller’s goal is to gain the information needed 
to provide a quote or proposal the buyer will accept. 

For both lead generation and mail order, premiums are proven response- 
boosters. Premiums that have worked well for technology marketers include 
white papers, computer books, audio CDs, DVDs, free software, free support, 
free training, seminars, and electronic conferences that the user accesses via 
telephone (for voice) and, optionally, the Web (for visuals). 

Another popular premium is to offer a simple calculator that demonstrates the 
potential return on investment to the prospect if they purchase your product. This 
is typically an Excel application on a disk. The prospect inputs his business 
scenario and instantly discovers whether your product will pay off for him. 

Select a premium that is highly desirable and ties in with your product or 
service. A web site design firm, for instance, offered “four free digital photos of 
your key staff, postable on your web site.” When the rep visited the prospect, she 


carried a digital camera, took the photos, and immediately gave the disk to the 
prospect. Of course, the prospect wanted the photos posted on their web site, 
something which could be done as part of the “web site makeover” service the 
web consulting firm offered for a fee. 


Response mechanisms 


There are four basic response mechanisms: paper reply forms (fax-backs, reply 
cards, and reply envelopes), online (e-mail or logging on to a web site), phone, 
and fax. Since you never know which reply method a particular prospect prefers, 
why not offer them all? At a recent marketing conference, one software 
executive said, “Every software prospect is on the Internet today. It’s a waste of 
time to offer any other response mechanism.” A colleague from his company 
disagreed. “I don’t want to send e-mail if I’m not already online just to respond 
to an ad or mailing,” he said, insisting that for him, a toll-free number or reply 
card is more convenient. 

While it’s generally safe to assume IT professionals are comfortable 
responding by going to your web site, don’t make that assumption with 
nontechies. Some can access the Web but are not comfortable with it and prefer 
not to use it. Others, amazingly, don’t even know how to get onto your site! 

Tip: Always offer the Web as a response option when mailing to IT 
professionals—especially those involved with the Internet. Also, if you sell 
software, such as the latest antivirus or spyware program, prospects may want to 
try your product immediately, so make it available for downloading from your 
web site. You can let prospects download a demo version for free or the full 
program if they supply credit card information. 

The key to software marketing success? Talk to businesspeople in their 
language, not yours. Show that if they give you a dollar, they’ll get back two 
dollars. And test your approaches—sales appeals, offers, pricing, response 
mechanisms, copy, graphics, formats, and premiums. Don’t assume you know 
which will work best. Instead, let your prospects tell you. Makes sense, doesn’t 
it? 


10 steps for marketing software products 


Are you planning to test a new online promotion or direct mail package to 
promote your software? 

By using the following ten simple steps, you can avoid common mistakes, 
increase response rates, and tip the odds of having a profitable mailing in your 
favor: 


1. Clarify Your Product. What are you selling? A stand-alone PC application? 
An enterprise-wide system, such as supply chain management (SCM) or 
customer relationship management (CRM)? A web application that must be 
integrated with back-end systems? 

Study the promotions from successful software companies in your 
category. Do you sell tax or accounting software? Reply to an Intuit mailing 
and see what happens. Selling databases? Check out what Oracle is doing. 

Analyze the structure, format, and content not only of the initial direct 
mail piece, but also of the entire marketing campaign, from generating the 
inquiry to closing the sale. 

Chances are that companies with products similar to yours, especially the 
successful ones, have developed these marketing models through expensive 
trial-and-error testing. Why not copy what works and avoid the cost of 
going down the wrong path? 

Things to look out for when modeling your efforts after the marketing 
campaigns of successful software publishers include offer, pricing, media, 
formats, the mix of online and offline marketing methods, lead 
qualification, the discrete steps that take a potential buyer from an inquirer 
to a closed sale, and the number and types of communications used in each. 

2. Develop the Offer. What offer would work best for your software? For low- 
priced products costing under $500, the mail order model—selling the 
software directly from the direct mail package—is possible and should be 
tested. If it works—if the package generates sales that are 1% times or more 
of its total cost in the mail (printing, letter shop, postage, and lists)—then 


you have a winner. 

If the product is enterprise software or other applications selling for 
$5,000 or more, you will probably need to use a two-step, or lead- 
generating, direct mail model. The direct mail piece generates an inquiry, 
which is then fulfilled and followed up by mail, phone, e-mail, in person, or 
some combination of these. The sale is closed in the follow-up, not in the 
initial mailing. 

If the price of your software is between $500 and $5,000, you are in a 
gray area and you will have to experiment to see whether you should go for 
sales or leads. 

One thing that works with a $5,000 product is to offer a “Small Project 
Version” or other limited-functionality version for a nominal fee, say $50 or 
$99. The small version has all of the features of the full product, but it is 
limited in some way; for instance, the “Small Project Version” of a project 
Management program may only allow up to ten tasks in a project plan. If 
the customer decides to buy the full version, the money he paid for the 
small version is credited toward the purchase of the complete program. 

When generating leads, offering a premium usually increases response. 

“White papers on web sites, informative online newsletters, even thinly 
disguised bribes such as free USB sticks, are used to prompt dialog,” says 
copywriter George Duncan. Other premiums that have worked well for 
software marketers include printed white papers, CD-ROMs, software 
utilities, ROI calculators, checklists, and “needs assessments,” such as 
forms that can be used to evaluate whether there is a need for the software 
or how to plan for its installation and deployment. 
. Hone the Price. Direct mail is a medium that works well when special 
offers, such as discounts, are used. Do you want to get $300 for your 
software? In the mailing, say that it is regularly $399 (yes, supermarket 
pricing works below $1,000), but if they buy now it is only $299. A $100 
savings is a proven offer for mail order software marketing. 

For more expensive software, state the license price per user. “Just $50 
per user for 100 desktops” sounds more affordable than “$5,000 for up to 
100 users.” 

Software with a high price often causes sticker shock. To offset this, 
show a strong ROI (return on investment). Example: A direct mail package 
for SurfControl, the previously mentioned program that monitors 
employees’ Internet access, says that if an employee wastes an hour a day 
on non-work-related Web surfing, and their time is worth $60 an hour, the 
cost in lost productivity is $300 a week, which amounts to a substantial 


$15,000 per employee per year. The copy then contrasts the elimination of 
that lost productivity with the mere $2 per user licensing fee. 

Analyze the Audience. Understand the audience’s needs, interests, 
problems, concerns, awareness of the problem your software solves, level 
of PC literacy, and business sophistication. 

“With end-to-end productivity solutions, you have two audiences: 
executive management and information technology,” notes George Duncan. 
Executives want to know the business benefit: lower costs, increased 
productivity, improved customer service, higher profits. IT wants to know 
whether the software is compatible and easily integrated with its existing 
systems. 

A helpful exercise is to analyze what is known as the buyer’s “core 
complex,” abbreviated BFD for beliefs, feelings, and desires. These are the 
emotions, attitudes, and aspirations that drive your prospect: 


e Beliefs. What beliefs or attitudes does your audience possess about 
themselves and their customers? What is their attitude toward your 
product and the problems or issues it addresses? 

e Feelings. How does your audience feel? Are they confident and brash? 
Nervous and fearful? What do they feel about the major issues in their 
lives, businesses, or industries? 

e Desires. What do they want? What are their goals? What change do 
they want in their lives that your product can help them achieve? 

For instance, we did this exercise with IT people working for a 
company that gives seminars in communication and interpersonal 
skills for IT professionals. Here’s what we came up with in a group 
meeting: 

e Beliefs: IT people think they are smarter than other people, technology 
is the most important thing in the world, users are stupid, and 
management doesn’t appreciate them enough. 

e Feelings: IT people often have an adversarial relationship with 
management and users, both of whom they service. They feel others 
dislike them, look down upon them, and do not understand what they 
do. 

e Desires: IT people want to be appreciated and recognized. They also 
prefer to deal with computers and avoid people whenever possible. 
And they want bigger budgets. 

Based on this analysis (particularly the clarification of feelings), the 
company created a direct mail letter that was its most successful ever 


to promote a seminar called “Interpersonal Skills for IT Professionals.” 
The rather unusual headline was: “Important news for any IT 
professional who has ever felt like telling an end user, ‘Go to hell.”’ 
Before writing copy, write out in narrative form the BFD for your 
target market. Share this narrative with your team and come to an 
agreement on the items. Then write copy based on the agreed BFD. 


5. Select the Right Medium. The choice of medium depends on the available 
list, the offer, the product, and the audience. 

Is your audience very Internet-oriented (e.g., webmasters)? Ask your list 
broker for recommendations on e-lists to reach this group. Using e-mail 
instead of printed direct mail might make sense, especially if you can direct 
the recipients to a strong web site that can drive the sale or the download of 
a demo or evaluation copy. 

If you have a specialized audience numbering in the thousands or tens of 
thousands (e.g., CPAs, dentists), direct mail can work well if a list is 
available targeting this specialized group of users. 

For a product with broad appeal and a potential market in the hundreds of 
thousands or millions (such as software used to prepare a will or to make 
greeting cards), newspaper ads can work well. 

On the other hand, if you have a narrow audience of only a few hundred 
potential buyers (e.g., software for robot manufacturers), telemarketing may 
be the way to go. 

6. Determine the Format. Say direct mail is the medium of choice. What 
format will work best for you? 

“When you want to drive prospects to a web site where an uncomplicated 
transaction can take place, oversized postcards are frequently effective,” 
advises George Duncan. 

For generating inquiries for a PC software program, the traditional direct 
mail package—outer envelope, sales letter, brochure, order form, and 
business reply envelope—is the format of choice. 

What about high-end corporate software solutions, like CRM, SCM, and 
ERP (enterprise resource planning)? 

“Because of the costs involved, and the fact that these purchases are 
made by committee after an exhaustive review process, prospects are 
difficult to reach and engage,” says Duncan. “Three-dimensional mailings 
are often effective for this purpose, but can result in unqualified responses. 
Given the price points involved, however, such responses are far more 
acceptable than they used to be.” 


7. Acquire Lists. Contact one or two list brokers and ask for list 
recommendations. These are presented in “data cards”—sales sheets 
describing the number and type of people on the mailing list. 

Always go to a list broker for list recommendations. Do not call the list 
owner directly. If you call the list owner (e.g., a computer magazine), they 
will want to rent you their list, whether it’s the best for your offer or not. 

List brokers, by comparison, do not promote a specific list, and their 
advice is more objective. Their interest is in getting you the lists that will 
work best for you, so you will come to rely on their list recommendations 
and rent more lists from them. 

Many software marketers do not realize that the services of a list broker 
are free. There is no charge to get list recommendations. 

You pay the list broker only when you rent names from the lists they find 
for you. They do not mark up the lists. The list owner pays their 
commission. That means you pay the exact same price as if you rented the 
list directly from its owner. 

The mailing list is the most important element in a direct mail marketing 
effort, affecting response rates up to 900 percent or more! And with more 
than 30,000 lists available, only a professional list broker has the time to 
keep up-to-date on what’s available...and what will work for you. 

8. Define the USP. With so many software products on the market today, how 
do you make yours stand out? By defining your product’s USP—its Unique 
Selling Proposition. This is the reason why the customer should buy your 
program instead of your competitor’s. 

Many marketers have heard of the term USP, but very few remember the 
three characteristics of a successful USP. As mentioned earlier in the book, 
these were first defined by Rosser Reeves in his 1961 book Reality in 
Advertising: 


e . Each advertisement must make a proposition to the consumer. Each 
advertisement must say to the reader: “Buy this product, and you will 
get this specific benefit.” 

e . The proposition must be one that the competition either cannot or does 
not offer. It must be unique: either a uniqueness of brand or a claim 
not otherwise made in that particular field. 

e . The proposition must be so strong that it can move the mass millions; 
i.e., pull over new customers to your product. (In the case of software, 
this may be the mass thousands rather than millions, but the idea is the 
same.) 


Why is having a USP so important? Think about it: If you don’t know 
what sets your product apart from the competition, or why people should 
buy your program instead of theirs, how do you expect to persuade 
complete strangers to do so? 

. Develop the Big Promise. Samuel Johnson said, “Promise, large promise, is 
the soul of an advertisement.” 

Once you have defined a USP, convert it into a big promise—a succinct, 
compelling statement of why the prospect should buy your product. The big 
promise can usually be stated in 15 or fewer words, and it can be used as 
the headline of an ad or the outer envelope teaser of a direct mail package. 
For instance: “Develop Clipper applications 4 times faster—or your money 
back,” for an application development tool. 

The headline is the most important part of any promotion, so once you 
have written it, see if you can make it even better and stronger. One useful 
technique for this is the “4 U’s.” That is, ask yourself whether the headline 
is urgent, unique, ultra-specific, and useful (that is, it promises a clear 
benefit). 

A software marketer wrote to tell me he had sent out an e-mail marketing 
campaign with the subject line “Free White Paper.” How does this stack up 
against the “4 U’s”? 


e Urgent. There is no urgency or sense of timeliness. On a scale of 1 to 4, 
with 4 being the highest rating, “Free White Paper” is a 1. 

e Unique. Not every software marketer offers a free white paper, but a lot 
of them do. So “Free White Paper” rates only a 2 in terms of 
uniqueness. 

e Ultra-specific. Could the marketer have been less specific than “Free 
White Paper”? Yes, he could have just said “free bonus gift.” So we 
rate “Free White Paper” a 2 instead of a 1. 

e Useful. I suppose the reader is smart enough to figure the white paper 
contains some helpful information he can use. On the other hand, the 
usefulness is in the specific information contained in the paper, which 
isn’t even hinted at in the headline. And, does the recipient, who 
already has too much to read, really need yet another “Free White 
Paper”? I rate it a 2. Specifying the topic would help, e.g., “Free White 
Paper shows how to cut training costs up to 90 percent with e- 
learning.” 


Rate your Big Promise headline in all four U’s on a scale of 1 to 4 (1 = 
weak, 4 = strong). Then rewrite it so you can upgrade your rating on at least 
two, and preferably three or four, of the categories by at least one point on 
the scale. This simple exercise may increase readership and response rates 
substantially for very little effort. 

10. Refine the Content. “Content” refers to the rest of the copy. How much 
copy should there be? What information should it present, and at what level 
of technical detail and in what order? Should you give features, benefits, 
specifications, data, test results, testimonials, or all of them? 

A key issue is the information density of the copy. For most software 
products, you can literally write a book about the product (proof of this is 
the thousands of computer books published each year). But with direct 
mail, you don’t have that space, so you have to be selective. If telling 
everything about the product would sell it, we’d simply mail prospects the 
book. 

A useful exercise in planning the content and organization of your 
mailing is to divide a sheet of paper or Word file into two columns. Label 
the left column “features” and write down your product’s features. In the 
right column, write down the corresponding benefit, and label this column 
“benefits.” 

Now put the list of features and benefits in order of importance. The first 
feature/benefit should be the one that corresponds with the big promise. 
This becomes the lead of the package—the outer envelope teaser, letter 
headline, and letter lead. 

The next three to six feature/benefit combinations are the most important 
after the big promise, and are highlighted in the sales letter. They may also 
be amplified upon in the brochure. 

The rest of the features/benefits are secondary and can be covered in the 
brochure. A table works well for features and benefits. Specifications can 
be put in a separate box or sidebar. 

A useful rule of thumb when determining content and information 
density is to include only what it takes to get the prospect to take the next 
step in the buying process. If it’s to go to a web site and download a free 
demo, that probably requires a lot less information than getting the prospect 
to order a $299 PC application sight unseen. 


Why packaging your how-to knowledge as software is more 
profitable than offering it as books or courses 


It’s often difficult for us writers to swallow, but people will pay more for 
computer code on a disk than they will for words on that same disk. Why? For a 
couple of reasons. First, software has more utility. In our how-to writing, we tell 
our readers how to do things. The software can actually do it for them! 
Therefore, it appeals to the highest level of how-to (recall the three levels: what 
to do, how to do it, and doing it for them). 

Second, software has a higher perceived value than books. A book 
traditionally costs $15 in a bookstore; software has a history of being sold for 
price points ranging from $100 to $500 or more. The higher perceived value 
makes software easier to sell at higher prices than other forms of content. 


Turn your knowledge into high-priced software 


To create your own software products or tools, go back and reread your books 
and other writings. Is there a step-by-step task you teach? Does it involve 
calculations of any kind or the storing and manipulation of data? Could it be 
done faster and more efficiently using a piece of software? If so, there may be an 
application buried in your content that you can turn into a piece of software. 

To take a simple example, one of the marketing topics I teach is direct mail. I 
have written a book and many articles and reports about it. 

One of the tasks I show the reader how to do is calculate the “break-even 
point”—the number of orders your direct mail promotion must generate to pay 
back its cost. My book goes through this step-by-step. 

But many people have math phobia and have difficulty following the steps. I 
wanted to create a tool that would calculate the break-even point automatically. 

For less than a hundred dollars, I found a competent programmer in the 
Philippines who created this little application (or “app”) for me! You can find 
programmers to create software products for yourself at www.elance.com. or 
www.rentacoder.com. This online tool, which I call the direct mail break-even 
calculator, is pretty simple, so I don’t charge for it. However, to use it, you have 
to give me your e-mail address, so the tool is a list-building device and has 
added hundreds of new subscribers to my e-newsletter list. 

You can find my free direct mail break-even calculator online: 


www.dmresponsecalculator.com 
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Managing Your How-To Information Empire 


Writing and selling how-to information is both a craft and a business. It’s been 
my craft and business for three decades. Others may consider it mundane or 
unliterary, but I love being a how-to writer and information marketer. 

Teaching is a basic human need. We are teaching others all the time. 
Supervisors teach workers. Parents teach their children. Experts teach lay- 
people. The experienced pass on their knowledge to the less experienced. If you 
enjoy teaching and writing, why not get paid to do both as a how-to writer or 
information packager? 

I am not a novelist, but I imagine, aside from self expression, one of the great 
rewards of novel writing is entertaining readers. As how-to writers, we may 
entertain our readers, but we can do much more than that: We can help change 
their lives for the better, often in dramatic ways. 

I write and publish how-to information in areas related to making money at 
home on the Internet, freelancing, entrepreneurship, and business success. I have 
heard from numerous readers over the years that they bought my book, followed 
my advice, and it changed their lives for the better; they enjoy their career more, 
make more money, and have more freedom and financial independence. 

Those are major, life-changing benefits. Nothing thrills me more than to hear 
from a reader that he has accomplished one of those major goals by reading and 
following the advice in my book. Readers have told me that, because of 
something I’ve written, they either achieved their lifelong dream or finally got 
off their butt to pursue that dream. They tell me my books and articles have 
helped them escape dull jobs and abusive bosses. 

With my how-to writings to guide them, my readers have attained work they 
love and doubled or tripled their income. Results like these are what I live for as 
a how-to writer. Trust me—being told by readers that they enjoyed your book is 
nice, but finding out your advice changed someone’s life in a significant and 
positive way is a high you cannot imagine unless you’ve been there. 

In addition, success as a how-to writer and information packager has a 


cumulative effect: As the years roll by, you produce and own more and more 
content—material which you can sell and resell in many different ways. As a 
result, once someone buys and likes your book, you have many other materials 
to offer him. Life-time customer value soars and your income skyrockets. When 
I started as a freelance writer in 1982, during my first year I earned $39,000. 
Now I routinely earn well over half-a-million dollars a year from my freelance 
writing. 


Expand your output into multiple media 


It’s essential, if you want to build an information empire, to do more than write 
only books and magazine articles, as so many writers do. In Chapter 1, I listed 
over a dozen different outlets and formats for your how-to writings. These 
include books, e-books, audio albums, DVDs, speeches, seminars, and more, as 


shown in the mind map in Figure 18.1. 
Broader 
topics 


Adjacent 


Levels/ 


© Speaking 


Fig. 18.1. Expanding your information empire. 


The figure shows a generic mind map of how you can expand your knowledge 
of a core topic into an information empire. We start with your core topic in the 
center. Above that, we map out other areas related to your core topic you can 


expand into. As we’ve already discussed, you can tighten your focus to cover 
even more specialized topics, or broaden it to appeal to a wider readership. You 
can target your market by nationality, age, income, knowledge, and experience. 

Below the core topic we expand from just writing books and articles into 
many other media. The first level of circles shows passive media—information 
products we can sell to earn us money independent of our time and labor, such as 
e-books, audios, reports, and other information products. The level of circles at 
the bottom shows ways to package our information with personal service 
components: consulting, coaching, speaking, online classes. The personal service 
makes these information products more labor intensive, but it also allows us to 
charge 10 to 100 times more than for a book or e-book on the same topic. And to 
the customer, that is money well-spent because they receive your customized 
expert advice. 

Once you have been writing for a number of years and have produced dozens 
of information products, from short articles to day-long workshops, you can start 
to bundle related products together and sell the bundles. 

For instance, in the 1980s, I published, with Dodd Mead, a book on how to 
earn six figures as a freelance writer doing brochures, annual reports, and other 
assignments for corporate clients. Dodd Mead went out of business, and I bought 
the remainders—many hundreds of trade paperbacks—which I stored in my 
basement. The cover price was around $15 and I paid about $3 per book. I began 
selling the remainder copies for $15 each through tiny classified ads in writer’s 
magazines. 

During that time, I also gave a day-long seminar for the Learning Annex in 
New York City on “How to Make $100,000 or More as a Freelance Writer.” I 
hired a professional to audio tape the seminar with me, which we duplicated on 
six C60 (hour-long) audio cassettes and placed into a vinyl album. 

Instead of selling the book by itself, we bundled the book with the audios and 
sold a multi-media program called “How to Make $100,000+ as a Freelance 
Writer” for $79 each. This gave me significantly higher profit per sale than 
selling the book alone. The advantage of bundling is that it enables you to sell 
your material at higher price points for greater profit margins. It also gives your 
reader a better value since it is a more complete education than just your book 
alone, and the different components can appeal to readers’ varying preferred 
learning modalities. This bundling program allowed me to sell all my remainder 
copies at a profit. 

Here are some tips for bundling your information products into larger kits or 
home study programs with higher price points than any of the individual 
components: 


=. 


. Make sure you go through all the content and update the text. Review for 


statistics, dates, and other time sensitive content. 


. If yov’re creating a kit, consider adding three additional pieces that are easy 


to create, useful to the reader, and convey added value but involve little-to- 
no overhead costs (especially when downloadable). These additional pieces 
could be mini-reports or even tip sheets made from reprints of your 
published articles. Promote these as “Comes with 3 free bonuses—if you 
order now!” 


. Include with the bundle a welcome letter specific to the kit, congratulating 


the buyer for making the purchase. The welcome letter reiterates their 
decision, briefly explains the goal of the kit, and reinforces your credentials 
and the value of the content. 


. You can also add a short starter manual—a “walk-you-through” system, or 


blueprint for success—that explains the overall goal of the kit, as well as 
the objective of each element. It can also give step-by-step pointers to get 
the most out of each book and the complete system. You might also add an 
interactive section for notes and self-evaluation, with milestones and 
checklists. 


. Create additional kit components or bonus materials. These could be related 


articles from your e-newsletter repurposed and geared to theme of the kit, a 
glossary, or a list of resources. 


. Use scarcity as a selling tactic. When I build a bundle around the remainder 


copies of one of my out-of-print books, I can honestly tell the buyer that 
only so many copies remain, and once they’re gone, no more will be 
printed. I tell them that the only way to ensure getting a free book is to 
order now. 


. Do not advertise the individual elements for sale. The marketing strategy is 


to sell the bundle as a complete kit or system. Each element takes you to the 
next level and ties into the overall theme, giving the reader a “blueprint for 
success”...which you currently have and are going to teach them in your 
bundled home study program. 


. Make sure in the promotional flier or web page advertising for the bundle 


that you mention everything the subscriber is getting, including the 
welcome letter, starter manual, books, e-books, audios, DVDs, reports, and 
bonus materials. 


. Visuals are very important. The sales flier or web page promoting the 


bundle should show a photo or illustration with all pieces of the kit fanned 
out, so that it looks like the buyer is getting a lot of material for the money. 


10. The title for the bundled kit title should convey (when applicable) ideas 


such as simplicity and ease of use, profitability, convenience, work from 
home, best in class, community, incredible value, complete, comprehensive, 
A-Z, nothing is left out. Consider words like: ultimate, club, system, kit, 
society, program, home study course, etc. The bundle’s product title should 
be short and pithy, powerful and sexy—something that packs a punch and 
is easy to remember. The subtitle should explain the product’s objective; 
e.g., “The Internet Cash Generator: How to Make a Thousand Dollars a 
Day Online in Your Spare Time.” 


Tailoring your how-to writing empire to deliver your ideal 
lifestyle 


Much more so than the majority of other careers and professions, being a 
freelance writer or information marketer can give you a lifestyle your friends and 
neighbors will envy. 

While they scurry off to long commutes in nine-to-five jobs at ungodly hours 
in the morning, you stay snug at home all day. There’s no commute. You can 
work in your sweat pants and a T-shirt, as I often do, with the dog curled 
contentedly at your feet under your desk. 

During the day, your friends and neighbors at traditional jobs will attend 
endless meetings, handle deadly dull and repetitive tasks, and fill out reams of 
paperwork. You, on the other hand, get to stay home, sitting at your computer, 
reading, thinking, and writing. 

Is one lifestyle better than the other? It’s not a question of better or worse— 
the question is which lifestyle appeals to you? When you follow the advice in 
this book, you can write, stay home, and make money as a freelance how-to 
writer. You’ll have no boss, no job, no commute, no meetings, no suit and tie, 
and no office politics. 

Speaking of making money, the average American today earns approximately 
$45,000 a year. As a beginning how-to writer or information marketer, you can 
easily earn two to three times that amount. I earn significantly more than 
$45,000 a month, not a year. Even if your neighbors and friends have good 
white-collar or professional jobs as executives, small business owners, dentists, 
lawyers, or doctors, you can earn as much or more than they do while not having 
a “job” at all when you’re a freelance how-to writer. 


Cashing out: can you sell your how-to writing empire? 


Traditionally, freelance writers have no equity in their freelance writing 
practices. When you retire, your income from writing stops, except for royalties 
from books that are still in print. 

With the rise of the Internet, writers are making the transition from traditional 
freelance writer to information marketer in growing numbers. They control the 
publication, distribution, and marketing of most of their writings, and they 
consequently reap greater financial rewards. 

What’s more, assuming you own the rights to all or most of your writings, and 
are generating a six-figure income selling these writings, your little information 
publishing empire may have cash value. You’ll have an easier time selling the 
sum of your intellectual property if your information business has its own name 
separate from yours, and if it runs as a legitimate business entity, incorporated 
with its own bank account and set of books. 

How much can you sell your information empire for? The rule of thumb is 
that a micro publishing business will sell for between 1 and 1.5 times annual 
gross sales. So if your info business grosses a million dollars a year, you might 
be able to sell it for $1 million or even $1.5 million. That price buys the 
purchaser all the major assets, including the information products, your customer 
list, and your web sites. 


How to have fun as an information writer and packager for the 
rest of your life 


Anyone can potentially make money creating and marketing information 
products. But not everyone should. If you do it purely because of the money, you 
may make money—possibly quite a bit of money—and you may come to love 
the business. 

But for me, being a freelance how-to writer combines the best of all possible 
worlds. 

To begin with, you’re a freelancer, and you get all the benefits that come with 
being your own boss: freedom, comfort, and the ability to live your life on your 
own terms. 

Next, you’re in the how-to business. You have one of the most important jobs 
on the planet: to teach others what they need and want to know to attain all their 
important goals in life. 

Third, you’re a writer. You get to spend your day thinking and putting those 
thoughts on paper or the screen. 

Fourth, the money is really, really good. Not great—you aren’t making 
Richard Branson or Bill Gates money—but a six-figure income and a seven- 
figure net worth are well within your grasp. 

I said at the beginning of the book that successful how-to writers specialize in 
a narrow niche or topic. The upside is that specialization is very profitable. The 
downside is that you may find yourself growing tired of writing about the same 
thing over and over. 

You could choose to be a generalist. Generalists are never bored, because each 
assignment is on a different topic, making it new and fresh. But their learning 
curve for each new project is so large that their income is modest at best. 

The solution is to use the 80/20 rule in allocating your time among writing 
projects. Spend 80 percent of your time writing content in your niche. That way, 
you produce a steady stream of profitable information products. 

But spend 20 percent of your time writing materials in completely different 
areas. It most likely won’t be nearly as profitable. But it will keep you fresh, 


prevent monotony, and keep you from ever being bored and stale. 
With the 80/20 rule, you can profitably and happily work as a how-to writer 
until you retire—or forever. It’s your choice. And it’s a very nice choice to have. 
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Appendix A: Further Exploration of the Topics in this Book 


Introduction 


www.21stepstointernetmarketingsuccess.com 


Overview of how to sell how-to information products on the Internet. 


Chapter 1: Welcome to the World of How-To Writing 


www.infoproductsthatsell.com 


Audio program on creating and marketing information products online. 


Chapter 2: Choosing Your How-To Writing Niche 


www.chooseyourniche.com 


Audio program on choosing your writing niche. 


Chapter 3: Research and Knowledge Acquisition 


www.fastonlineresearch.com 


E-book on doing online research. 


Chapter 4: Products, Titles, and Outlines 


www.infoproductsthatsell.com 


Audio program on creating and marketing information products online. 


Chapter 5: Becoming a Master How-To Writer 
www.writebetterandfaster.com 


E-book on how to write in a clear and conversational style. 


Chapter 6: Getting Started with Magazine Articles 


www.getfamouswritingarticles.com 


E-book on how to write and publish magazine articles. 


Chapter 7: Your First Nonfiction Book 


www.gettingyourbookpublished.com 


Audio program on how to write and publish a nonfiction book. 


Chapter 8: Make an Online Fortune Selling E-Books 


www.myveryfirstebook.com 


The “e-book on e-books.” Details on the 21-step e-book writing process 
outlined in Chapter 8. 


Chapter 9: Special Reports, Booklets, Forms, Kits and Other Short-Form 
Information Products 


www.myspecialreportprofits.com 


E-book on writing special reports. 


Chapter 10: Newsletters and E-Zines 


www.readymadeezines.com 


E-book on how to write and publish a free e-newsletter. 


Chapter 11: Recurring Revenues with Membership Sites 


www.membergate.com 


Web site for Membergate, the premier membership site software. 


Chapter 12: Speeches, Presentations, and Workshops 


www.talkformoney.com 


Audio program on making money as a professional speaker. 


Chapter 13: Colleges, Adult Education, and Public Seminars 


www.collegespeakingsuccess.com 


Home study course on speaking to college students for fun and profit. 


Chapter 14: Tele-Seminars, Webinars, Podcasts, and Radio & TV Interviews 


www.teleconferenceprofits.net 


E-book on making money with tele-seminars. 


Chapter 15: Training, Coaching, and Consulting 


www.cashfromcoaching.com 


E-book on how to make $1,000 a month or more as a business or life coach. 


www-.sixfigureconsulting.net 


Audio program on how to succeed as an independent consultant. 


Chapter 16: Audio CDs and DVDs 


www.internetaudioprofits.com 


Audio program on how to create and sell profitable audio information 
products. 


Chapter 17: Make Money Selling Software 


www.softwaremarketinghandbook.com 


E-book on how to market software products. 


Chapter 18: Managing Your How-To Information Empire 


www.theinternetmarketingretirementplan.com 


Audio program on selling how-to information products online. 
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Appendix B: Resources, Model Documents, and Forms 


Sample E-Mail Marketing Message Selling an E-Book 


Subject: Read this only if you are 50 or older 


Dear Direct Response Letter Subscriber: 
Here is a special offer for men and women age 50 or older who want to start a 
home-based Internet marketing business: 


www.internetmarketingovero0.com 
Sincerely, 


Bob Bly 


Sample E-Newsletter 


From: Bob Bly 
Subject: Save $500 on Bob Bly’s “Copywriting Secrets” 
Bob Bly’s Direct Response Letter: 


Resources, ideas, and tips for improving response to business-to-business, 
high-tech, and direct marketing. 
January, 2006 


You are getting this e-mail because you subscribed to it on www.bly.com or 
because you are one of Bob’s clients, prospects, seminar attendees, or book 
buyers. If you would prefer not to receive further e-mails of this type, go to 
www.bly.com, enter your e-mail address, and hit Unsubscribe. 

And feel free to forward this issue to any peers, friends, and associates you 
think would benefit from its contents. They will thank you. So will I. 


***3 weeks left to save $500 on my upcoming copywriting boot camp*** 
The $500 Early Bird discount for my upcoming “World’s Best-Kept 
Copywriting Secrets” Boot Camp, to be held in Las Vegas on February 24- 
26, expires on January 26, 2006. 


If you’ve ever wanted to learn my copywriting secrets from me live and in 
person, this is your chance. This Bob Bly Copywriting Boot Camp is a one- 
time-only event, and it will never be repeated again. 


For details and to register today... and lock in your $500 savings before the 
Early Bird offer expires... click below now: 


www.writingadcopy.com 


***D5 “lost” sales secrets now available once again*** 


Many years ago, I privately published a booklet, “25 Secrets of Selling 
Success,” that many salespeople confidentially told me changed their lives. 


Now my 25 proven sales secrets have been expanded into a book, Magnetic 
Selling, just published by Amacom. 


“Concise and brilliantly written, Magnetic Selling is a masterpiece,” says 
Steve Roberts, President, Edith Roman Associates. “It took me 30 years to 
learn these selling secrets.” 


For more information... or to order Magnetic Selling at 32% off the cover 
price... click below now: 


http://www.amazon.com/gp/product/0814472818/qid=1135803702/sr=2- 
1/ref=pd_bbs_b 2 1/002-7422226-7888004? 
s=books&v=glance&n=283155 


*** Are you working hard or hardly working?*** 


If, like many of my readers, you feel like you’re juggling a dozen balls in 
the air and churning out copy like crazy, well—don’t compare yourself to 
Barbara Cartland. 


Cartland, who died in 2000 at 98, wrote 723 books, selling more than a 
billion copies. She also left 160 unedited manuscripts, now being published 
by her estate. 


Having written only 62 books, I feel like a total slug. And I don’t think I’m 
even close to selling a billion copies. 


Source: Parade, 8/21/05, p. 2. 


***Tom Collins: 10 secrets for writing great ad copy*** 


Tom Collins is a legend in direct marketing and writes a regular column for 
Direct magazine. 


Here’s Tom’s 10-point formula for writing a winning ad: 


1. Flag and snag the prospect. 

2. Identify the product or service. 

3. State or imply the problem. 

4. State or imply the benefit. 

5. Strengthen the verbal with the visual. 

6. Invite reading with typography. 

7. Build brand recognition and trust. 

8. Don’t hold back the Web site’s best sales points. 

9. Include outside recognition if possible—awards, reviews, testimonials. 
10. Encourage and reward response and involvement. 


Source: Direct, 10/15/05, p. 78. 


***Don’t get hung up on keyword density when writing Web copy*** 
Keyword density refers to the number of keywords per Web page. But is it 
important? 


If your keyword is “tennis,” and the word “tennis” is repeated 15 times in 
the text of a 300-word Web page, your keyword density is 5%. 


“Basically, I never worry about keyword density,” says Heather Lloyd 
Martin, a specialist in search engine optimization (SEO) copywriting. 


She explains: “Back in the old days, many SEO experts used keyword 
density, because having a specific density did seem to help influence search 


engine rankings.” 


“But as I’ve said, SEO is a moving target. And now,” says Heather, “search 
engines have learned how to avoid being manipulated by keyword density.” 


“T don’t see a specific density percentage having any influence,” she notes. 


What is important is optimizing for 2 to 3 key phrases per page—including 
those key phrases where they naturally flow within the copy. 


“That usually means that every keyword is included three times, but never 


so much as to be overly repetitive within the copy,” says Heather. For more 
information about SEO copywriting best practices, visit 


Heather’s Web site: 


www.SearchEngineWriting.com 


*** Quick and easy way to own your own business*** 


Want to start your own business? Buy a franchise. The success rate for 
franchises is much higher than for non-franchise businesses. You get to be 
your own boss, but you buy into a proven success formula of an already- 
successful business. 


Victor Patterson’s First Franchise USA can match you with franchise 
opportunities that fit your budget and preferences. And their service is free! 
For more information, click below: 


www.FirstFranchiseUSA.com 
*** Secrets of writing for the health care market revealed at last*** 


Writing copy for the high-paying healthcare market just got easier, because 
copywriter Kelly Robbins has put together a toolkit to help copywriters 
understand the unique writing needs of the healthcare industry. “The 
Healthcare Copywriters Toolkit” walks you through the copywriting 
process from the minute you get the assignment to the second you hand the 
copy to the client. The toolkit tells you how to save time doing research, 
specific questions you should ask every doctor when interviewing, and 
ways to make sure your copy gets approved easily and effortlessly. 


For more information, click below now: 


www.kellyrobbinsllc.com/essentialhealthcarecopywriterstoolkit.html 


*** The great Madison Avenue ad agency rip-off *** 


There are certain industries with inherent flaws that make them, at best, 
marginally effective. And the ad agency business is one of them. 


I believe that the ad agency business as practiced today also has a built-in 
flaw that dooms the majority of it to mediocrity at best, and an outright 
drain on corporate productivity at worst. 


Reason: Despite protests to the contrary, Madison Avenue, as evidenced by 
national ad campaigns, has as its primary objective creativity, not sales. 
Example: the Six Flags TV ad campaign with the crazy dancing old guy 
(rumored to be a young woman in makeup) was the talk of the ad agency 
world—universally heralded for its humor, energy, and cleverness. 


But, according to a short item in Parade (8/21/05), after spending a 
stomach-churning $72 million on the campaign, Six Flags reported the 
results: no increase in attendance—and not a drop of added revenue. 


That’s a return on investment (ROT) of less than zero, putting Six Flags $72 
million in the hole on this marketing boondoggle. 


***6(0-second commercial from Fern Dickey, Project Manager*** 


Bob is available on a limited basis for copywriting of direct mail packages, 
sales letters, brochures, white papers, ads, e-mail marketing campaigns, PR 
materials, and Web pages. We recommend you call for a FREE copy of our 
updated Copywriting Information Kit. Just let us know your industry and 
the type of copy you’re interested in seeing (ads, mailings, etc.), and if Bob 
is available to take your assignment, we’ll tailor a package of recent 
samples to fit your requirements. Call Fern Dickey at 201-797-8105 or e- 
mail fern1128@optonline.net. 


Bob Bly 
Copywriter/consultant 
rwbly@bly.com 


www.bly.com 


22 E. Quackenbush Ave. 


Dumont, NJ 07628 
phone 201-385-1220 
fax 201-385-1138 


Sample E-Book Cover 


Sample Press Release 


New Report Offers Powerful Recession-Proof Strategies for Growing 
Profits During A Soft Economy 


Dumont, NJ—April 16, 2009—During a time when the nation is struggling— 
business are shutting down, jobs are getting cut, houses are getting foreclosed— 
a new report from best-selling author and marketing strategist, Bob Bly titled, 
Recession Proof Business Strategies: 15 Winning Methods to Sell Any Product 
or Service in a Down Economy, offers proven and powerful solutions to 
increasing bottom line sales and leveraging existing customers. 

According to Bly, “It doesn’t take a recession to create problems for a 
business...the current situation is just magnifying the problem...business owners 
need to develop core income-generating solutions that succeed when times are 
tough.” 

He added, “What follows are some powerful strategies that will help business 
owners large and small as well as entrepreneurs and marketers increase sales 
while their competition is fighting to stay afloat.” 

Here are Bly’s top 3 tips to generate cash during a soft economy: 


1. Use Low Cost “Add-On’s” To Generate Additional Revenue. In other 
words, bundle your products or services. According to Bly, “If one of my 
clients has hired me to write a sales letter for a new product, chances are, 
they’ ll want a press release to promote that product. Adding on this service 
provides value to the client and the additional cost is incremental.” 

2. Repackage Your Services to Accommodate Smaller Customers or Reduced 
Budgets. As an example, “In my consulting business,” Bly said, “If a client 
cannot pay, let’s say $5,000, for me to write him a direct mail package, I 
may critique a package the client actually wrote for $500.” This method can 
be applied across the board. For manufacturers, it could be a no-frills offer 
or compact version of an existing product. It could also be smaller order 
requirements, extended payment plans or special discount incentives. 

3. Add Value to Your Existing Products or Services. Businesses can win new 
customers by offering faster delivery, a larger product selection than the 


competition, easier payment terms, or a more attractive guarantee/refund 
policy. According to Bly, “These little extras always pay big dividends and 
provide good will to current and new customers.” 


Bly concluded, “Recessions do not last forever. Historically, they have lasted 
anywhere from 12-17 months. Don’t despair. If you follow all my strategies, it is 
possible for your business to become busy, and more importantly, profitable 
again.” 

For the full list of winning recession-proof strategies, please visit: 
http://www.bly.com or http://www.bly.com/recessionsurvey. 


About Bob Bly 


Bestselling author, marketing strategist, copywriter and consultant Bob Bly has 
more than 25 years of business and direct response marketing experience. Bob’s 
clients include Fortune 500 companies and some of the country’s leading 
publishers. He is the author of more than 70 books and is a distinguished speaker 
and editorial contributor to prominent publications and associations, including 
DM News, Target Marketing, the Specialized Information Publisher’s 
Association (SIPA) and more. His popular free newsletter, The Direct Response 
Letter, has nearly 100,000 subscribers and contains “insider secrets” to double 
response rates, generate more leads and orders, and help your marketing make 
more money. 
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Sample Article Query Letter 


Dear Mr. Koten: 


My small company, Center for Technical Communication (CTC), has a 
marketing director, sales manager, office manager, controller, bookkeeper, 
shipping manager, and administrative assistant. Yet we don’t have a single 
employee on the payroll. 

How is this possible? Outsourcing. All of these functions are performed by 
independent contractors. Once a strategy embraced mainly by a downsized 
corporate America, outsourcing is now being used by small businesses of all 
types—from accounting firms to petting zoos. 

Pd like to write an article for your magazine titled, “7 Smart Secrets of Savvy 
Small Business Outsourcing,” on how small businesses can use outsourcing to 
increase their ability to serve customers without adding staff or overhead. Topics 
include: 


e types of services that can be outsourced (and what should not be) 

e how to determine whether to outsource a particular function or task 

e where to find—and how to select—reputable third-party service firms for 
outsourcing 

* negotiating contracts, fees, and payment arrangements 

e how outsourcing can improve business results while reducing capital 
investment and operating costs 

* equipment and technology that can make outsourcing more efficient 

e examples of small businesses that have successfully outsourced functions 
previously handled in-house 

e moving toward the concept of a “virtual business”—90% outsourcing, with 
all business partners connected via the Internet 

e a sidebar of major national outsourcing firms, with contact information and 
services offered. 


By way of introduction, I am the author of more than 100 magazine articles 
and 50 books including 101 Ways to Make Every Second Count (Career Press). 
My articles have appeared in Cosmopolitan, Amtrak Express, and New Jersey 
Monthly. 

I can have this article on your desk in 3 to 4 weeks. Shall I proceed as 
outlined? 


Sincerely, 
Bob Bly 


Sample Permission Letter 


You need permission from the authors whose work you want to quote in your 
book. Use this form to request it: 


The Center for Technical Communication 

22 E. Quackenbush Ave., Dumont, NJ 07628 

phone 201-385-1220 

fax 201-385-1138 

Date: 

To: I am preparing a manuscript to be published by 


Author/Tentative title 


Estimated publication date Approximate number of pages __ 


I request your permission to include the following material in this and all 
subsequent editions of my book including versions made by nonprofit 
organizations for use of blind or physically handicapped persons, and in all 
foreign-language translations and other derivative works published or prepared 
by the publisher or its licensees, for distribution throughout the world. Author(s) 
and/or editor(s) 


Title of book or periodical 


Title of selection _ Copyright date from page __, line___, 
beginning with the words 


from page ___, line __ , ending with the words 
Figure #___, onpage__—s Table # on page 


(if necessary, attach continuation sheets) Please indicate agreement by signing 
and returning the enclosed copy of this letter. In signing, you warrant that you 


are the sole owner of the rights granted and that your material does not infringe 
upon the copyright or other rights of anyone. If you do not control these rights, I 
would appreciate your letting me know to whom I should apply. 


Thank you, 


Name 


Requestor s return address 


Agreed to and accepted: 
By 


Signature Title 


Date 
Credit and/or copyright notice: 


Sample Tip Sheet 


A free bonus report doesn’t have to be massive; here’s a bonus mini-report that 
fits on two sides of an 8% x 11-inch sheet of paper or PDF file. 
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Special Report Cover 


Special Report 


COPYWRITING: 
Tue MASTER TOUCH 


hy Robert W. Bly 
22 Eon Quackenbush twowme, ind Floor, Dumont, NI 07628 
(202) 385-1220, Fax (201) 385-1138 
email: robis biua meh: ma My oam 


Resources 


Transcription Services 


Writer’s Cramp, Inc. 

6 Norton Road 
Monmouth Jct., NJ 08852 
Phone: (732) 329-0191 


Wwww.witrscramp.com 


Escriptionist.com 
1750 14th St. 


Suite A 
Santa Monica, CA 90404 
Phone: (877) 267-0990 


www.escriptionist.com 


Books 


Bly, Robert, Getting Started as a Freelance Writer: Second Edition. Boulder, 
CO: Sentient Publications, 2008. How to succeed as a freelance writer. 


Bly, Robert, 88 Money-Making Writing Jobs. Naperville, IL: Sourcebooks, 
2009. 88 ways to make money as a freelance writer. 


Bly, Robert. The Copywriter’s Handbook: A Step-by-Step Guide to Writing Copy 
That Sells, Third Edition. New York, NY: Henry Holt, 2006. How to write 
effective copy. 


Bowerman, Peter. The Well-Fed Writer. Atlanta, Georgia: Fanove Publishing, 
2000. Marketing and self-promotion for freelance commercial writers. 


Boyd, Amanda. Writer’s Digest Handbook of Making Money Freelance Writing. 
Cincinnati, OH: Writer’s Digest Books, 1997. Collection of useful articles on the 
commercial aspects of freelance writing. 


Cates, Bill. Unlimited Referrals. Wheaton, MD.: Thunder Hill Press, 1996. How 
to get lots of referral leads. 


Collins, Mary Claire. How to Make Money Writing Corporate Communications. 
New York, NY: Perigree, 1995. How to freelance for large corporations. 


Davis, Paul D. How to Make $50,000 or More a Year as a Freelance Business 
Writer. Rocklin, CA: Prima Publishing, 1992. Good advice on starting and 


running a freelance commercial writing business. 


Floyd, Elaine. Make Money Writing Newsletters. St. Louis, MO: Newsletter 
Resources, 1994. How to make money writing and producing promotional 
newsletters for corporations, small businesses, and nonprofits. 


Flynn, Nancy. The $100,000 Writer: How to Make a Six-Figure Income as a 
Freelance Business Writer. Holbrook, MA: Adams Media, 2000. Shows how to 
earn $100,000 a year as an editorial services consultant. 


Foote, Cameron. The Creative Side of Business. New York, NY: William 
Morrow, 1996. Comprehensive and informative guide to the business of 
freelancing for corporations and ad agencies. 


Holtz, Herman. How to Start and Run a Writing and Editing Business. New 
York, NY: John Wiley & Sons, 1992. How to make money doing freelance 
editing and writing for corporations, nonprofits, individuals, and the 
government. 


Kopelman, Alexander. National Writer’s Union Guide to Freelance Rates & 
Standard Practice. New York, NY: National Writer’s Union, 1995. Somewhat 
dated guideline to rates. 


Shaw, Eva. Ghostwriting: How to Get Into the Business. New York, NY: 
Paragon House, 1991. How to ghostwrite books for executives, companies, 
celebrities, and other clients. 


Slaunwhite, Steve. How to Start and Run a Successful Copywriting Business. 
North Vancouver, Britsh Columbia: Self-Counsel Press, 2001. Excellent guide to 
getting started as a freelance copywriter. 


Sorenson, George. Writing for the Corporate Market: How to Make Big Money 


Freelancing for Business. Denver, CO: Mid-List Press, 1990. 


Advertising Age 

740 North Rush Street 
Chicago, IL 60611 
(312) 649-5200 


Adweek 

49 East 21st Street 
New York, NY 10010 
(212) 529-5500 


B-to-B 

740 North Rush Street 
Chicago, IL 60611 
(312) 649-5260 


Commerce Business Daily 
Government Printing Office 
Washington, DC 20401 
(202) 512-0132 


Creative Business 
275 Newbury Street 
Boston, MA 02116 
(617) 424-1368 


Direct Marketing 
Hoke Communications 


Organizations 


224 Seventh Street 
Garden City, NY 11530 
(516) 746-6700 


DM News 

19 West 21st Street 
New York, NY 10010 
(212) 741-2095 


Freelance Success 

801 Northeast 70th Street 
Miami, FL 33138 

(305) 757-8857 


New Writer’s Magazine 
Sarasota Bay Publishing 
P.O. Box 5976 

Sarasota, FL 34277-5976 
(813) 953-7903 


Public Relations Journal 
33 Irving Place 

New York, NY 10003 
(212) 998-2230 


Sales and Marketing Management 
633 Third Avenue 

New York, NY 10017 

(212) 986-4800 


Target Marketing 
North American Publishing Co. 
401 North Broad Street 


Philadelphia, PA 19108 
(215) 238-5300 


Writer’s Digest 

1507 Dana Avenue 
Cincinnati, OH 45207 
(513) 531-2690 


Writer’s Journal 

27 Empire Drive 
St. Paul, MN 55103 
(612) 486-7818 


Periodicals 


American Medical 

Writers Association 

160 Fifth Avenue, Suite 625 
New York, NY 10010 

(212) 645-2368 


American Writer’s Institute 
245 N.E. 4th Avenue, #102 
Delray Beach, FL 33483 
(561) 278-5789 
www.awaionline.com 


Direct Marketing Association, Inc. 
1120 Avenue of the Americas 
New York, NY 10036-6700 

(212) 768-7277 


Direct Marketing Club of New 
York 

224 Seventh Street 

Garden City, NY 11530 

(516) 746-6700 


Education Writers Association 
2122 P Street NW, #201 
Washington, DC 20037 

(202) 452-9830 


Www.ewa.Oorg 


Florida Freelance 

Writers Association 

CNW Publishing, Editing 
& Promotion, Inc. 

PO Box A 

North Stratford, NH 03590 
(603) 922-8338 


International Association of 
Business Communicators (IABC) 
One Hallidie Plaza, Suite 600 
San Francisco, CA 94102 

(415) 544-4700 

www.iabc.com 


National Association 

of Science Writers 

PO Box 890 
Hedgesville, WV 25427 
(304) 754-5077 


http://nasw.org 


National Mail Order Association 
2807 Polk St. NE 

Minneapolis MN 55418-2954 
(612) 788-1673 


www.nmoa.org 


National Writer’s Union 

113 University Place, 6th floor 
New York, NY 10003 

(212) 254-0279 


www.nwu.org 


Outdoor Writers Association 
of America, Inc. 

121 Hickory Street, #1 
Missoula, MT 59801 

(800) 692-2477 


Society for 

Technical Communication 
901 N. Stuart St., Suite 904 
Arlington, VA 22203 

(703) 522-4114 


Wwww-.stc.org 


Self-Employed Writer’s and 
Artist’s Network (SWAN) 
P.O. Box 175 

Towaco, NJ 07082 


Society of American Travel Writers 
1500 Sunday Drive, #102 

Raleigh, NC 27607 

(919) 861-5586 


E-Newsletters 


Bencivenga’s Bullets 

www.bencivengabullets.com 

Master copywriter Gary Bencivenga’s can’t-miss e-newsletter 
based on his decades of tested results. 


Early to Rise 

www.earlytorise.com 

Daily e-newsletter on business success, wealth, 
and health by marketing guru Michael Masterson. 


Excess Voice 
www.nickusborne.com/excess_voice.htm 

Nick Usborne’s e-newsletter on online copywriting. 
Informative and great fun. 


Marketing Minute 


www.yudkin.com/markmin.htm 
Weekly marketing tip from consultant Marcia Yudkin. 


Paul Hartunian’s Million-Dollar Publicity Strategies 


www.prprofits.com 
Great marketing e-newsletter focusing on publicity. 


The Copywriter’s Roundtable 


www.jackforde.com 
John Forde’s superb e-newsletter on copywriting. 


The Direct Response Letter 


www.bly.com 
My monthly e-newsletter on copywriting and direct marketing. 


The Success Margin 
www.tednicholas.com 
Ted Nicholas’s must-read marketing e-zine. 


The WellFed Writer 
www.wellfedwriter.com 
Peter Bowerman’s e-zine on succeeding as a freelance commercial writer. 


Other Vendors 


Printers, mailing list brokers, fulfillment houses, video production, 
and other vendors you may need. 


http://www.bly.com/newsite/Pages/vendors.php 


About the Author 


Bob Bly has been a professional writer since 1979 and a full-time freelance 
writer since 1982. He earns more than $600,000 a year from his freelance 
writing and is a self-made multi-millionaire. 

Bob is the author of over 75 books including Careers for Writers (McGraw- 
Hill/VGM), Secrets of a Freelance Writer (Henry Holt), The Copywriter’s 
Handbook (Henry Holt), The Elements of Technical Writing (Alyn & Bacon), 
and The Elements of Business Writing (Alyn & Bacon). 

McGraw-Hill calls Bob Bly “America’s top copywriter,” and he was the 
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